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Introduc?on	
  
•  The	
  Maine	
  Office	
  of	
  Tourism	
  has	
  commissioned	
  DPA	
  to	
  conduct	
  a	
  visitor	
  research	
  

program	
  designed	
  to	
  provide	
  informa;on	
  on	
  tourism	
  ac;vity	
  in	
  Maine	
  and	
  explore	
  
the	
  mo;va;ons	
  of	
  visitors.	
  

•  This	
  research	
  program	
  is	
  designed	
  to:	
  
–  Profile	
  Maine	
  visitors	
  in	
  demographic	
  terms	
  as	
  well	
  as	
  in	
  their	
  travel	
  paQerns;	
  
–  Explore	
  percep;ons	
  of	
  Maine	
  among	
  visitors;	
  
–  Understand	
  why	
  some	
  travelers	
  choose	
  to	
  visit	
  Maine;	
  
–  Describe	
  both	
  seasonal	
  and	
  regional	
  visita;on	
  paQerns	
  of	
  Maine	
  visitors;	
  
–  Explore	
  what	
  Maine	
  visitors	
  like	
  and	
  dislike	
  about	
  the	
  loca;ons	
  in	
  Maine	
  they	
  

have	
  visited;	
  and	
  
–  Es;mate	
  levels	
  of	
  spending	
  in	
  Maine	
  by	
  residents	
  and	
  non-­‐resident	
  visitors.	
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Methodology	
  
•  The	
  Maine	
  Office	
  of	
  Tourism	
  Visitor	
  Research	
  Program	
  is	
  conducted	
  online,	
  with	
  survey	
  

par;cipants	
  recruited	
  from	
  the	
  eRewards	
  na;onal	
  online	
  panel.	
  	
  	
  

•  Informa;on	
  is	
  gathered	
  using	
  three	
  main	
  surveys	
  on	
  an	
  ongoing	
  basis:	
  
–  Regional	
  Travel	
  Survey	
  

•  Includes	
  travelers	
  living	
  in	
  New	
  England,	
  NJ,	
  NY,	
  PA,	
  DE,	
  MD,	
  DC,	
  and	
  Eastern	
  Canada;	
  
•  Respondents	
  are	
  screened	
  to	
  see	
  if	
  they	
  have	
  taken	
  an	
  overnight	
  trip	
  to	
  Maine	
  in	
  the	
  past	
  four	
  

weeks.	
  If	
  they	
  have,	
  they	
  are	
  asked	
  to	
  complete	
  the	
  Maine	
  Overnight	
  Visitors	
  Survey.	
  

–  Maine	
  Day	
  Visitor	
  Survey	
  
•  Includes	
  travelers	
  living	
  within	
  Maine	
  or	
  within	
  a	
  100-­‐mile	
  radius	
  of	
  Maine’s	
  borders	
  who	
  have	
  taken	
  

a	
  day	
  trip	
  in	
  Maine	
  that	
  is	
  at	
  least	
  50	
  miles	
  from	
  home	
  within	
  the	
  past	
  four	
  weeks.	
  

–  Na?onal	
  Omnibus	
  Survey	
  
•  Includes	
  a	
  na;onally	
  balanced	
  sample	
  of	
  US	
  residents;	
  and	
  
•  Used	
  to	
  determine	
  the	
  incidence	
  of	
  travel	
  na;onwide	
  and	
  Maine’s	
  share	
  of	
  that	
  travel.	
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Methodology	
  
•  This	
  report	
  outlines	
  results	
  from	
  travel	
  occurring	
  between	
  June	
  2010	
  and	
  April	
  2011.	
  

•  Data	
  was	
  collected	
  between	
  June	
  30,	
  2010	
  and	
  May	
  12,	
  2011.	
  	
  The	
  number	
  of	
  completed	
  
surveys	
  collected	
  for	
  each	
  research	
  component	
  are	
  as	
  follows:	
  

–  Maine	
  Overnight	
  Visitor	
  Survey	
  –	
  2,992	
  
–  Maine	
  Day	
  Visitor	
  –	
  1,796	
  
–  Na;onal	
  Omnibus	
  Survey	
  –	
  	
  16,639	
  

•  Throughout	
  this	
  report,	
  2010	
  sample	
  sizes	
  are	
  reported	
  on	
  each	
  slide.	
  Corresponding	
  2008	
  
and	
  2009	
  sample	
  sizes	
  -­‐-­‐	
  used	
  to	
  calculate	
  year-­‐over-­‐year	
  sta;s;cal	
  significance,	
  can	
  be	
  
found	
  in	
  the	
  Appendix	
  of	
  this	
  report.	
  

•  Throughout	
  this	
  report,	
  the	
  acronym	
  VFR	
  stands	
  for	
  “visi;ng	
  friends	
  or	
  rela;ves.”	
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•  The	
  weather	
  is	
  a	
  constant	
  factor	
  for	
  Maine	
  travel,	
  and	
  during	
  the	
  seasons	
  analyzed	
  in	
  this	
  
report	
  we	
  experienced	
  the	
  following:	
  

	
  
•  Summer:	
  	
  

•  “	
  The	
  summer	
  of	
  2010	
  in	
  Portland	
  will	
  be	
  remembered	
  for	
  its	
  record-­‐tying	
  heat.	
  	
  The	
  average	
  
temperature	
  for	
  the	
  summer	
  was	
  68.7	
  degrees,	
  which	
  ;ed	
  1988	
  as	
  the	
  warmest	
  summer	
  on	
  
record	
  at	
  the	
  Portland	
  Jetport.”	
  

•  “Last	
  year,	
  Summer	
  2009	
  was	
  the	
  weQest	
  summer	
  on	
  record	
  with	
  22.31	
  inches	
  of	
  rain.	
  This	
  
year’s	
  summer	
  (2010)	
  in	
  Portland	
  measured	
  less	
  than	
  half	
  that	
  amount	
  with	
  just	
  10.48	
  inches	
  
of	
  rain.	
  S;ll	
  the	
  ten	
  and	
  a	
  half	
  inches	
  of	
  rain	
  was	
  above	
  normal	
  by	
  nearly	
  an	
  inch.”	
  

•  Fall:	
  
•  Although	
  the	
  weather	
  in	
  fall	
  2010	
  was	
  not	
  vastly	
  different	
  from	
  normal,	
  it	
  was	
  a	
  bit	
  warmer	
  

than	
  the	
  historical	
  average,	
  and,	
  par;cularly	
  in	
  October,	
  there	
  was	
  a	
  bit	
  more	
  rain	
  than	
  
normal.	
  

•  Winter:	
  
•  The	
  weather	
  in	
  winter	
  2010-­‐2011	
  was	
  not	
  dras;cally	
  different	
  from	
  long	
  term	
  norms	
  in	
  regard	
  

to	
  both	
  temperature	
  and	
  precipita;on,	
  but	
  it	
  was	
  a	
  par;cularly	
  warm	
  and	
  wet	
  April.	
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2010	
  in	
  Context:	
  The	
  Economy	
  
•  Consumer	
  Confidence	
  Index:	
  	
  Consumer	
  confidence	
  in	
  2010	
  remained	
  well	
  below	
  

historical	
  trends.	
  	
  	
  

	
  
	
  
	
  

•  Unemployment:	
  	
  The	
  unemployment	
  rate	
  in	
  2010	
  remained	
  high.	
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2010	
  in	
  Context:	
  The	
  Economy	
  
•  Gas	
  Prices:	
  Gas	
  prices	
  steadily	
  rose	
  in	
  2010,	
  and	
  soared	
  into	
  the	
  spring	
  of	
  2011.	
  

	
  
	
  
	
  

	
  
	
  

	
  
•  Canadian	
  Currency	
  rate:	
  	
  While	
  not	
  as	
  high	
  as	
  in	
  2009,	
  the	
  Canadian	
  exchange	
  rate	
  weakened	
  

some	
  in	
  2010,	
  hovering	
  just	
  around	
  unity.	
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Baseline Visitor Statistics 



Travel	
  Among	
  US	
  Residents	
  2008-­‐2010	
  
•  Aner	
  a	
  recessionary-­‐backed	
  decline	
  in	
  travel	
  in	
  2009,	
  2010	
  saw	
  the	
  percentage	
  of	
  US	
  

residents	
  who	
  took	
  an	
  overnight	
  trip	
  rise	
  back	
  towards	
  levels	
  similar	
  to	
  those	
  seen	
  in	
  
2008.	
  	
  This	
  was	
  par;cularly	
  true	
  in	
  leisure	
  travel,	
  as	
  pent-­‐up	
  demand	
  drove	
  a	
  rebound	
  in	
  
this	
  market.	
  	
  Visi;ng	
  friends	
  and	
  rela;ves	
  travel	
  is	
  s;ll	
  down	
  somewhat	
  from	
  pre-­‐
recessionary	
  levels.	
  

37%	
  

52%	
  

19%	
  

33%	
  

46%	
  

16%	
  

37%	
  

48%	
  

18%	
  

Leisure	
   VFR	
   Business	
  

Net	
  2008	
  (Base=17,655)	
  a	
   Net	
  2009	
  (Base=14,677)	
  b	
   Net	
  2010	
  (Base=16,639)	
  c	
  

Nat’l	
  Omnibus	
  Q1.	
  	
  During	
  the	
  past	
  four	
  weeks,	
  how	
  many	
  Cmes	
  have	
  you	
  taken	
  a	
  trip	
  on	
  which	
  you	
  spent	
  at	
  least	
  one	
  night	
  away	
  from	
  
home	
  for	
  either	
  business,	
  visiCng	
  friends/relaCves,	
  or	
  leisure?	
  
*2008	
  data	
  was	
  reweighted	
  to	
  represent	
  the	
  same	
  year-­‐over-­‐year	
  Cmeframe	
  as	
  2009.	
  As	
  such,	
  2008	
  results	
  may	
  vary	
  slightly	
  from	
  those	
  
published	
  in	
  the	
  2008	
  Annual	
  Report.	
  	
  
	
   notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
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Maine	
  Overnight	
  Market	
  Share	
  Compared	
  to	
  New	
  
England	
  –	
  Leisure	
  Travel	
  
•  While	
  overall	
  leisure	
  travel	
  is	
  up,	
  Maine’s	
  share	
  of	
  the	
  leisure	
  travel	
  market	
  in	
  2010	
  was	
  

sta;s;cally	
  stable	
  to	
  prior	
  years.	
  	
  

1.4%	
  
1.2%	
  

0.9%	
   0.8%	
  

0.4%	
   0.4%	
  

1.7%	
  

0.9%	
   0.8%	
   0.7%	
  
0.3%	
   0.3%	
  

1.5%	
  

1.0%	
  
0.8%	
   0.7%	
  

0.3%	
   0.3%	
  

MassachuseQs	
   Connec;cut	
   Maine	
   New	
  Hampshire	
   Rhode	
  Island	
   Vermont	
  

US	
  Leisure	
  Travel	
  Market	
  Share*	
  
	
  

Net	
  2008	
  (Base=14,021)	
  a	
   Net	
  2009	
  (Base=9,313)	
  b	
   Net	
  2010	
  (Base=12,950)	
  c	
  

Nat’l	
  Omnibus	
  Q2_11.	
  	
  In	
  which	
  U.S.	
  state,	
  Canadian	
  province,	
  or	
  other	
  country	
  was	
  the	
  primary	
  desCnaCon	
  of	
  each	
  of	
  these	
  trips?	
  
Share	
  of	
  total	
  trips	
  taken	
  by	
  U.S.	
  residents.	
  
*2008	
  data	
  was	
  reweighted	
  to	
  represent	
  the	
  same	
  year-­‐over-­‐year	
  Cmeframe	
  as	
  2009.	
  As	
  such,	
  2008	
  results	
  may	
  vary	
  slightly	
  from	
  those	
  
published	
  in	
  the	
  2008	
  Annual	
  Report.	
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Maine’s	
  Overnight	
  Market	
  Share	
  Compared	
  to	
  New	
  
England	
  –	
  VFR	
  Travel	
  
•  As	
  was	
  the	
  case	
  with	
  Maine’s	
  share	
  of	
  the	
  US	
  leisure	
  travel	
  market,	
  the	
  State	
  

experienced	
  sta;s;cal	
  stability	
  in	
  its	
  share	
  of	
  US	
  VFR	
  travel	
  in	
  2010	
  as	
  compared	
  to	
  the	
  
same	
  period	
  in	
  2008	
  and	
  2009.	
  	
  

	
  

2.2%	
  

1.4%	
  

0.7%	
   0.7%	
  

0.3%	
   0.3%	
  

2.1%	
  

1.4%	
  

0.6%	
   0.7%	
  

0.2%	
   0.3%	
  

1.9%	
  

1.4%	
  

0.7%	
   0.6%	
  
0.3%	
   0.3%	
  

MassachuseQs	
   Connec;cut	
   Maine	
   New	
  Hampshire	
   Vermont	
   Rhode	
  Island	
  

US	
  Travel	
  to	
  Visit	
  Friends/Rela?ves	
  Market	
  Share*	
  
	
  

Net	
  2008	
  (Base=21,089)	
   Net	
  2009	
  (Base=14,086)	
   Net	
  2010	
  (Base=17,715)	
  

Nat’l	
  Omnibus	
  Q2_v.	
  	
  In	
  which	
  U.S.	
  state,	
  Canadian	
  province,	
  or	
  other	
  country	
  was	
  the	
  primary	
  desCnaCon	
  of	
  each	
  of	
  these	
  trips?	
  Share	
  
of	
  total	
  trips	
  taken	
  by	
  U.S.	
  residents.	
  
*2008	
  data	
  was	
  reweighted	
  to	
  represent	
  the	
  same	
  year-­‐over-­‐year	
  Cmeframe	
  as	
  2009.	
  As	
  such,	
  2008	
  results	
  may	
  vary	
  slightly	
  from	
  those	
  
published	
  in	
  the	
  2008	
  Annual	
  Report.	
  	
  
	
   notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
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1.9%	
  

1.2%	
  

0.5%	
   0.5%	
  

0.1%	
   0.2%	
  

1.7%	
  

1.0%	
  

0.4%	
   0.4%	
  
0.2%	
   0.2%	
  

1.8%	
  

1.2%	
  

0.6%	
   0.6%	
  

0.2%	
   0.1%	
  

MassachuseQs	
   Connec;cut	
   Maine	
   New	
  Hampshire	
   Vermont	
   Rhode	
  Island	
  

US	
  Business	
  Travel	
  Market	
  Share*	
  
	
  

Net	
  2008	
  (Base=8,087)	
   Net	
  2009	
  (Base=5,174)	
   Net	
  2010	
  (Base=6,846)	
  

Maine’s	
  Overnight	
  Market	
  Share	
  Compared	
  to	
  New	
  
England	
  –	
  Business	
  Travel	
  
•  Also	
  in	
  line	
  with	
  the	
  year-­‐over-­‐year	
  results	
  with	
  leisure	
  and	
  VFR	
  travel,	
  Maine	
  

experienced	
  sta;s;cal	
  stability	
  in	
  the	
  percent	
  share	
  of	
  US	
  business	
  travel	
  in	
  2010.	
  	
  
•  However,	
  it	
  is	
  cri;cal	
  to	
  note	
  that	
  while	
  Maine’s	
  share	
  of	
  the	
  US	
  travel	
  market	
  

experienced	
  sta;s;cal	
  stability,	
  there	
  were	
  more	
  overall	
  travelers	
  in	
  the	
  US	
  during	
  this	
  
;me	
  period	
  resul;ng	
  in	
  an	
  increase	
  in	
  the	
  overall	
  number	
  of	
  visitors	
  to	
  the	
  state	
  in	
  2010.	
  

	
  

Nat’l	
  Omnibus	
  Q2.	
  	
  In	
  which	
  U.S.	
  state,	
  Canadian	
  province,	
  or	
  other	
  country	
  was	
  the	
  primary	
  desCnaCon	
  of	
  each	
  of	
  these	
  trips?	
  Share	
  of	
  
total	
  trips	
  taken	
  by	
  U.S.	
  residents.	
  
*2008	
  data	
  was	
  reweighted	
  to	
  represent	
  the	
  same	
  year-­‐over-­‐year	
  Cmeframe	
  as	
  2009.	
  As	
  such,	
  2008	
  results	
  may	
  vary	
  slightly	
  from	
  those	
  
published	
  in	
  the	
  2008	
  Annual	
  Report.	
  	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
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Es?mated	
  Visita?on	
  to	
  Maine	
  
•  Maine	
  experienced	
  a	
  7%	
  increase	
  in	
  the	
  number	
  of	
  overnight	
  trips	
  and	
  an	
  11%	
  increase	
  in	
  

the	
  number	
  of	
  overnight	
  visitors	
  in	
  2010	
  compared	
  to	
  the	
  same	
  period	
  in	
  2009.	
  These	
  
numbers	
  are	
  largely	
  driven	
  by	
  increases	
  seen	
  in	
  summer	
  2010	
  compared	
  to	
  summer	
  2009,	
  
however,	
  strong	
  percentage	
  increases	
  were	
  also	
  seen	
  in	
  winter	
  travel	
  to	
  the	
  state.	
  

•  Day	
  visita;on	
  had	
  a	
  9%	
  increase	
  in	
  the	
  number	
  of	
  trips	
  and	
  a	
  corresponding	
  7%	
  
improvement	
  in	
  the	
  number	
  of	
  visitors	
  in	
  2010	
  compared	
  to	
  the	
  same	
  period	
  in	
  2009.	
  	
  This	
  
was	
  also	
  driven	
  by	
  gains	
  in	
  summer	
  travel	
  to	
  Maine.	
  

Overnight	
  Travel	
   Day	
  Travel	
  

Leisure	
   Business	
   VFR	
   Total	
   Y/Y	
  
Change	
  

Leisure	
   Business	
   VFR	
   Total	
   Y/Y	
  
Change	
  

Net	
  2010	
  Maine	
  Trips	
  
3,150,758	
   2,736,318	
   1,127,174	
   7,014,250	
   7.3%	
   4,324,106	
   2,460,777	
   1,648,098	
   8,432,982	
   8.9%	
  

Net	
  2010	
  Visitors	
  
8,964,856	
   6,509,794	
   2,242,496	
   17,717,145	
   10.9%	
   11,402,375	
   5,871,276	
   2,594,713	
   19,868,458	
   6.5%	
  

Summer	
  Trips	
  
1,747,563	
   1,256,061	
   565,017	
   3,568,640	
   9%	
   3,054,081	
   1,708,363	
   1,044,242	
   5,806,687	
   13%	
  

Summer	
  Visitors	
  
5,190,261	
   3,228,076	
   1,096,133	
   9,514,470	
   14%	
   8,123,856	
   4,014,653	
   1,576,806	
   13,715,316	
   8%	
  

Fall	
  Trips	
   931,819	
   962,879	
   341,667	
   2,236,365	
   2.0%	
   752,232	
   440,291	
   367,180	
   1,559,703	
   1.1%	
  

Fall	
  Visitors	
   2,506,593	
   2,127,964	
   683,334	
   5,317,890	
   5.1%	
   1,963,324	
   1,091,922	
   613,191	
   3,668,530	
   3.4%	
  

Winter	
  Trips	
   471,376	
   517,378	
   220,490	
   1,209,245	
   12.1%	
   517,793	
   312,123	
   236,676	
   1,066,592	
   -­‐1.6%	
  

Winter	
  Visitors	
   1,268,002	
   1,153,754	
   463,029	
   2,884,785	
   10.9%	
   1,315,195	
   764,701	
   404,716	
   2,484,612	
   2.6%	
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Es?mated	
  Visitor	
  Expenditures	
  
•  The	
  combina;on	
  of	
  more	
  visitors	
  to	
  Maine	
  and	
  increased	
  spending	
  per	
  trip	
  resulted	
  in	
  year-­‐

over-­‐year	
  spending	
  growth	
  among	
  Maine	
  visitors	
  in	
  2010.	
  

Overnight	
  Travel	
  

Leisure	
   Business	
   VFR	
   Total	
   Year-­‐Over-­‐Year	
  
Change	
  

Net	
  Spending	
   	
  $	
  	
  2,483,774,039	
  	
   	
  $	
  	
  	
  	
  	
  	
  963,512,294	
  	
  	
  $	
  	
  	
  	
  	
  	
  792,279,333	
  	
   	
  $	
  	
  	
  	
  	
  	
  	
  4,239,565,666	
  	
   5.8%	
  
Spending	
  by	
  Category:	
  

Lodging	
   	
  $	
  	
  	
  	
  	
  	
  819,197,080	
  	
   	
  $	
  	
  	
  	
  	
  	
  164,179,080	
  	
  	
  $	
  	
  	
  	
  	
  	
  338,152,200	
  	
   	
  $	
  	
  	
  	
  	
  	
  	
  1,321,528,360	
  	
   23.5%	
  
Transporta?on	
   	
  $	
  	
  	
  	
  	
  	
  274,115,946	
  	
   	
  $	
  	
  	
  	
  	
  	
  205,223,850	
  	
  	
  $	
  	
  	
  	
  	
  	
  101,445,660	
  	
   	
  $	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  580,785,456	
  	
   8.9%	
  

Food	
   	
  $	
  	
  	
  	
  	
  	
  630,151,600	
  	
   	
  $	
  	
  	
  	
  	
  	
  273,631,800	
  	
  	
  $	
  	
  	
  	
  	
  	
  169,076,100	
  	
   	
  $	
  	
  	
  	
  	
  	
  	
  1,072,859,500	
  	
   -­‐2.6%	
  
Retail	
  Goods	
   	
  $	
  	
  	
  	
  	
  	
  606,016,794	
  	
   	
  $	
  	
  	
  	
  	
  	
  238,278,571	
  	
  	
  $	
  	
  	
  	
  	
  	
  151,154,033	
  	
   	
  $	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  995,449,399	
  	
   -­‐6.8%	
  
Recrea?on	
  	
   	
  $	
  	
  	
  	
  	
  	
  154,292,619	
  	
   	
  $	
  	
  	
  	
  	
  	
  	
  	
  82,198,993	
  	
   	
  $	
  	
  	
  	
  	
  	
  	
  	
  32,451,339	
  	
   	
  $	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  268,942,951	
  	
   14.7%	
  

Day	
  Travel	
  
Net	
  Spending	
   	
  $	
  	
  	
  	
  	
  	
  877,923,241	
  	
  	
  $	
  	
  	
  348,101,514	
  	
   	
  $	
  	
  165,469,039	
  	
   	
  $	
  	
  	
  	
  	
  	
  	
  	
  1,391,493,795	
   6.2%	
  

Spending	
  by	
  Category:	
  

Transporta?on	
   	
  $	
  	
  	
  	
  	
  	
  142,695,498	
  	
  	
  $	
  	
  	
  	
  	
  	
  95,970,303	
  	
   	
  $	
  	
  	
  	
  52,739,136	
  	
   	
  $	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  291,404,937	
  	
   4.6%	
  
Food	
   	
  $	
  	
  	
  	
  	
  	
  216,205,300	
  	
  	
  $	
  	
  	
  123,038,850	
  	
   	
  $	
  	
  	
  	
  32,961,960	
  	
   	
  $	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  372,206,110	
  	
   4.4%	
  

Retail	
  Goods	
   	
  $	
  	
  	
  	
  	
  	
  449,577,301	
  	
  	
  $	
  	
  	
  104,189,298	
  	
   	
  $	
  	
  	
  	
  64,341,746	
  	
   	
  $	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  618,108,345	
  	
   6.8%	
  
Recrea?on	
   	
  $	
  	
  	
  	
  	
  	
  	
  	
  69,445,142	
  	
  	
  $	
  	
  	
  	
  	
  	
  24,903,063	
  	
   	
  $	
  	
  	
  	
  15,426,197	
  	
   	
  $	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  109,774,403	
  	
   14.1%	
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Planning	
  an	
  Overnight	
  Trip	
  to	
  Maine	
  



19%	
   24%	
  
25%	
   27%	
  

36%	
  

33%	
  

28%	
   27%	
  

28%	
   29%	
  

24%	
  

28%	
  
16%	
  

19%	
  
17%	
   14%	
  

8%	
  
9%	
  

10%	
  
9%	
  

6%	
   7%	
  
4%	
   6%	
  10%	
   6%	
   5%	
   6%	
   2%	
   3%	
  2%	
   2%	
   2%	
   1%	
   <0.5%	
   1%	
  

Net	
  2009	
  (Base=1,480)	
   Net	
  2010	
  (Base=1,466)	
   Net	
  2009	
  (Base=1,082)	
   Net	
  2010	
  (Base=1,016)	
   Net	
  2009	
  (Base=495)	
   Net	
  2010	
  (Base=510)	
  

More	
  than	
  one	
  year	
  

7	
  months	
  -­‐	
  1	
  year	
  

5-­‐6	
  months	
  before	
  

3-­‐4	
  months	
  before	
  

1-­‐2	
  months	
  before	
  

2-­‐3	
  weeks	
  before	
  

A	
  week	
  or	
  less	
  

Planning	
  Timeframe:	
  Began	
  to	
  Think	
  About	
  
Trip	
  

•  Across	
  VFR	
  and	
  business	
  –	
  there	
  were	
  no	
  significant	
  year-­‐over-­‐year	
  changes	
  in	
  the	
  ;me	
  
period	
  that	
  elapsed	
  between	
  when	
  a	
  traveler	
  began	
  thinking	
  about	
  their	
  trip	
  to	
  Maine	
  and	
  
when	
  they	
  went	
  on	
  that	
  trip.	
  For	
  leisure,	
  the	
  only	
  significant	
  difference	
  is	
  a	
  slight	
  decrease	
  in	
  
those	
  who	
  began	
  thinking	
  about	
  a	
  trip	
  seven	
  months	
  to	
  one	
  year	
  before	
  travel.	
  

•  The	
  charts	
  below	
  illustrate	
  that	
  leisure	
  trip	
  planning	
  begins	
  the	
  furthest	
  in	
  advance,	
  followed	
  
by	
  VFR	
  trips,	
  and	
  finally	
  business	
  trips,	
  which	
  are	
  more	
  likely	
  to	
  be	
  planned	
  within	
  2-­‐3	
  weeks	
  
of	
  the	
  trip.	
  

	
  

Regional	
  Q12.	
  	
  When	
  you	
  were	
  planning	
  this	
  overnight	
  trip	
  to	
  Maine,	
  when	
  did	
  you	
  first	
  start	
  thinking	
  about	
  it?	
  
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  

  

Leisure	
   VFR	
   Business	
  

2010	
  Annual	
  Report	
  

21	
  



Planning	
  Timeframe:	
  Decided	
  to	
  Take	
  Trip	
  
•  In	
  2010,	
  the	
  planning	
  horizon	
  for	
  business	
  trips	
  became	
  slightly	
  less	
  ‘last	
  minute,’	
  as	
  

more	
  business	
  trips	
  were	
  being	
  planned	
  in	
  advance.	
  
•  Also	
  consistent	
  with	
  the	
  previous	
  slide,	
  leisure	
  trips	
  tend	
  to	
  be	
  decided	
  upon	
  further	
  in	
  

advance	
  than	
  VFR	
  and	
  business	
  trips.	
  
	
  

Regional	
  Q13.	
  	
  When	
  did	
  you	
  finally	
  decide	
  to	
  take	
  this	
  specific	
  trip	
  to	
  Maine?	
  
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  

  

28%	
   32%	
  
31%	
   31%	
  

38%	
  

36%	
  

23%	
   24%	
  
23%	
   24%	
  

14%	
  

24%	
  
11%	
  

13%	
   10%	
   10%	
  

3%	
  
6%	
  6%	
  

4%	
   5%	
   4%	
  
2%	
   2%	
  6%	
   4%	
   3%	
   3%	
   1%	
   2%	
  1%	
   1%	
   2%	
   1%	
   <0.5%	
   1%	
  

Net	
  2009	
  (Base=1,480)	
   Net	
  2010	
  (Base=1,466)	
   Net	
  2009	
  (Base=1,082)	
   Net	
  2010	
  (Base=1,016)	
   Net	
  2009	
  (Base=495)	
   Net	
  2010	
  (Base=510)	
  

More	
  than	
  one	
  year	
  

7	
  months	
  -­‐	
  1	
  year	
  

5-­‐6	
  months	
  before	
  

3-­‐4	
  months	
  before	
  

1-­‐2	
  months	
  before	
  

2-­‐3	
  weeks	
  before	
  

A	
  week	
  or	
  less	
  

Leisure	
   VFR	
   Business	
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Trip	
  Planning	
  Sources	
  
	
  

66%	
  

42%	
  

20%	
  

14%	
  

10%	
  

9%	
  

7%	
  

6%	
  

5%	
  

4%	
  

9%	
  

75%	
  

37%	
  

22%	
  

19%	
  

13%	
  

11%	
  

9%	
  

3%	
  

7%	
  

4%	
  

9%	
  

53%	
  

54%	
  

17%	
  

9%	
  

6%	
  

7%	
  

5%	
  

3%	
  

2%	
  

3%	
  

11%	
  

69%	
  

32%	
  

20%	
  

10%	
  

8%	
  

7%	
  

6%	
  

19%	
  

6%	
  

3%	
  

6%	
  

Internet	
  

Friends	
  /	
  Rela;ves	
  

AAA	
  

Travel	
  guides	
  /
brochures	
  

Travel	
  Books	
  

Travel	
  magazines	
  

Ar;cles	
  /	
  Travelogues	
  

Travel	
  Agent	
  

Local	
  CVB	
  

Local	
  Chambers	
  

Other	
  

Net	
  2010	
  (Base=2,992)	
   Leisure	
  (Base=1,466)	
  	
   VFR	
  (Base=1,016)	
  	
   Business	
  (Base=510)	
  	
  

•  Across	
  trip	
  types,	
  the	
  Internet	
  remains	
  the	
  most	
  widely	
  used	
  trip	
  planning	
  source	
  for	
  
overnight	
  trips	
  to	
  Maine.	
  The	
  percent	
  of	
  overnight	
  visitors	
  to	
  Maine	
  who	
  used	
  the	
  
Internet	
  remained	
  sta;s;cally	
  stable	
  with	
  the	
  same	
  period	
  in	
  2009.	
  Although,	
  for	
  VFR,	
  
the	
  advice	
  of	
  friends	
  and	
  rela;ves	
  is	
  equally	
  important.	
  

•  There	
  was	
  a	
  significant	
  year-­‐over-­‐year	
  decline	
  in	
  the	
  percent	
  of	
  overnight	
  visitors	
  who	
  
used	
  travel	
  guides	
  to	
  plan	
  their	
  trip	
  to	
  Maine.	
  

Regional	
  Q17.	
  When	
  you	
  were	
  planning	
  this	
  recent	
  trip	
  in	
  Maine,	
  which	
  of	
  the	
  following	
  sources	
  did	
  you	
  use?	
  	
  
	
  

  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

Canadians	
  are	
  more	
  likely	
  than	
  
US	
  overnight	
  visitors	
  to	
  use	
  the	
  
Internet	
  when	
  planning	
  their	
  trip	
  

to	
  Maine	
  (80%	
  v.	
  63%).	
  

Households	
  with	
  children	
  are	
  significantly	
  
more	
  likely	
  than	
  households	
  without	
  
children	
  to	
  use	
  a	
  travel	
  agent	
  when	
  

planning	
  their	
  trip	
  to	
  Maine	
  (8%	
  v.	
  5%).	
  

Visitors	
  under	
  age	
  35	
  are	
  significantly	
  more	
  
likely	
  than	
  older	
  visitors	
  to	
  use	
  advice	
  from	
  
friends,	
  rela;ves,	
  or	
  co-­‐workers	
  to	
  plan	
  

their	
  trip	
  to	
  Maine.	
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•  Use	
  of	
  online	
  planning	
  sources	
  was	
  sta;s;cally	
  stable	
  with	
  2009	
  usage.	
  Users	
  con;nue	
  
to	
  u;lize	
  search	
  engines	
  as	
  well	
  as	
  regional	
  websites	
  and	
  VisitMaine.com	
  to	
  help	
  plan	
  
their	
  trip(s)	
  to	
  Maine.	
  

42%	
  

39%	
  

34%	
  

24%	
  

23%	
  

18%	
  

10%	
  

10%	
  

9%	
  

9%	
  

2%	
  

11%	
  

8%	
  

44%	
  

42%	
  

37%	
  

23%	
  

25%	
  

18%	
  

6%	
  

10%	
  

11%	
  

10%	
  

2%	
  

11%	
  

7%	
  

40%	
  

39%	
  

27%	
  

25%	
  

19%	
  

16%	
  

10%	
  

9%	
  

4%	
  

9%	
  

2%	
  

12%	
  

10%	
  

37%	
  

35%	
  

31%	
  

22%	
  

25%	
  

20%	
  

20%	
  

10%	
  

10%	
  

23%	
  

1%	
  

9%	
  

10%	
  

Search	
  engine	
  

Maine	
  region	
  site	
  (NET)	
  

VisitMaine.com	
  

AAA	
  

Accommoda;on	
  site	
  

Booking	
  site	
  

Airline	
  sites	
  

Travel	
  blogs	
  

DiscoverNewEngland.com	
  

Chamber	
  sites	
  

Other	
  Maine	
  travel	
  sites	
  

Other	
  

None	
  

Net	
  2010	
  (Base=1,986)	
   Leisure	
  (Base=1,098)	
  	
   VFR	
  (Base=534)	
  	
   Business	
  (Base=354)	
  	
  

Online	
  Trip	
  Planning	
  Sources	
  
	
  

Regional	
  Q18.	
  Which	
  of	
  the	
  following	
  web	
  sites	
  did	
  you	
  visit	
  when	
  planning	
  this	
  trip	
  in	
  Maine?	
  	
  
	
  

  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

• Visitors	
  with	
  a	
  household	
  income	
  $150,000+	
  
are	
  significantly	
  more	
  likely	
  than	
  less	
  affluent	
  

visitors	
  to	
  use	
  airline	
  websites	
  to	
  help	
  plan	
  their	
  
trip	
  to	
  Maine.	
  

2010	
  Annual	
  Report	
  

24	
  



Maine	
  Invites	
  You	
  Usage	
  Through	
  VisitMaine.com	
  
•  One-­‐third	
  of	
  overnight	
  visitors	
  to	
  Maine	
  who	
  went	
  to	
  VisitMaine.com	
  either	
  viewed	
  an	
  

electronic	
  copy	
  or	
  ordered	
  a	
  copy	
  of	
  Maine	
  Invites	
  You.	
  These	
  results	
  are	
  sta;s;cally	
  
stable	
  with	
  prior	
  years	
  and	
  illustrate	
  underlying	
  strength	
  in	
  the	
  guide	
  among	
  visitors	
  and	
  
prospec;ve	
  visitors	
  to	
  Maine.	
  	
  

	
  

Regional	
  Q23.	
  	
  While	
  on	
  the	
  VisitMaine.com	
  website,	
  did	
  you	
  order	
  a	
  copy	
  of	
  or	
  view	
  the	
  electronic	
  version	
  of	
  the	
  Maine	
  Invites	
  You	
  travel	
  
planner?	
  

  

18%	
   22%	
  
24%	
  

61%	
   56%	
  
58%	
  

12%	
   14%	
  c	
  
8%	
  

Net	
  2008	
  (Base=813)	
  a	
   Net	
  2009	
  (Base=617)	
  b	
   Net	
  2010	
  (Base=666)	
  c	
  

Can't	
  remember	
  

No	
  

Yes,	
  viewed	
  electronic	
  copy	
  

Yes,	
  ordered	
  a	
  copy	
  

27%	
   29%	
  

2010	
  Annual	
  Report	
  

33%	
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•  Conduc;ng	
  research	
  on	
  a	
  des;na;on	
  during	
  the	
  trip	
  is	
  a	
  growing	
  trend,	
  and	
  in	
  
par;cular,	
  using	
  a	
  mobile	
  device	
  to	
  research	
  places	
  to	
  go	
  and	
  things	
  to	
  do	
  con;nues	
  to	
  
grow.	
  More	
  than	
  half	
  of	
  visitors	
  –	
  including	
  nearly	
  half	
  or	
  more	
  from	
  each	
  trip	
  type	
  –	
  
reported	
  conduc;ng	
  addi;onal	
  research	
  during	
  their	
  visit.	
  Even	
  the	
  majority	
  of	
  business	
  
travelers	
  are	
  searching	
  for	
  informa;on	
  on	
  this	
  des;na;on	
  while	
  here.	
  	
  

Trip	
  Research	
  While	
  in	
  Maine	
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12%	
  

4%	
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19%	
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13%	
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Any	
  research	
  (Net)	
  

Picked	
  up	
  materials	
  on	
  local	
  
aQrac;ons	
  

Brought	
  laptop	
  to	
  research	
  area	
  

Used	
  mobile	
  device	
  

Visited	
  local	
  tourism	
  info	
  center	
  

Other	
  

Net	
  2010	
  (Base=2,992)	
   Leisure	
  (Base=1,466)	
  	
   VFR	
  (Base=1,016)	
  	
   Business	
  (Base=510)	
  	
  

Regional	
  Q31d.	
  Once	
  you	
  arrived	
  in	
  Maine	
  did	
  you	
  conCnue	
  to	
  research	
  places	
  to	
  go	
  and	
  things	
  to	
  do	
  during	
  your	
  visit	
  using	
  any	
  of	
  the	
  following?	
  	
  

• First-­‐?me	
  visitors	
  are	
  
significantly	
  more	
  likely	
  than	
  
repeat	
  visitors	
  to	
  do	
  addi;onal	
  
trip	
  research	
  while	
  they	
  are	
  in	
  

Maine	
  (81%	
  v.	
  55%).	
  
• Households	
  with	
  children	
  are	
  
significantly	
  more	
  likely	
  than	
  

households	
  without	
  children	
  to	
  do	
  
addi;onal	
  trip	
  research	
  while	
  they	
  

are	
  in	
  Maine	
  (65%	
  v.	
  57%).	
  

• Visitors	
  under	
  age	
  35	
  (33%)	
  
are	
  significantly	
  more	
  likely	
  
than	
  visitors	
  age	
  35-­‐44	
  (26%),	
  
45-­‐54	
  (18%)	
  and	
  55+	
  (10%)	
  to	
  

use	
  a	
  mobile	
  device	
  to	
  
research	
  places	
  to	
  go	
  and	
  

things	
  to	
  do	
  during	
  their	
  trip	
  to	
  
Maine.	
  

2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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Overnight	
  Visitor	
  Travel	
  Logis?cs	
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New	
  York	
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New	
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No	
  other	
  des;na;on	
  

Net	
  2010	
  (Base=2,992)	
   Leisure	
  (Base=1,466)	
  	
   VFR	
  (Base=1,016)	
  	
   Business	
  (Base=510)	
  	
  

Other	
  States	
  Considered	
  for	
  Trip	
  to	
  Maine	
  
	
  •  Overall,	
  nearly	
  three-­‐quarters	
  of	
  overnight	
  visitors	
  to	
  Maine	
  did	
  not	
  consider	
  any	
  other	
  

des;na;on	
  when	
  planning	
  their	
  trip.	
  However,	
  it’s	
  important	
  to	
  note	
  that	
  more	
  than	
  
one-­‐third	
  of	
  visitors	
  did	
  consider	
  other	
  des;na;ons	
  for	
  this	
  trip,	
  with	
  leisure	
  travelers	
  
taking	
  a	
  closer	
  looks	
  and	
  New	
  Hampshire	
  and	
  Vermont.	
  

Regional	
  Q15.	
  What	
  other	
  states	
  or	
  provinces,	
  if	
  any,	
  did	
  you	
  consider	
  for	
  this	
  specific	
  trip?	
  	
  
	
  

  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

• First-­‐?me	
  visitors	
  were	
  significantly	
  more	
  likely	
  
than	
  repeat	
  visitors	
  to	
  consider	
  another	
  
des;na;on	
  for	
  their	
  trip	
  (38%	
  v.	
  25%).	
  

• Canadian	
  Visitors	
  were	
  more	
  likely	
  than	
  
visitors	
  from	
  the	
  US	
  to	
  consider	
  NH	
  for	
  their	
  

trip	
  (17%	
  v.	
  9%).	
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28	
  



Travel	
  Party	
  Size	
  and	
  Composi?on	
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  (n=3,320)	
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   2009	
  (n=3,057)	
  b	
   2010	
  (n=2,992)	
  c	
  

•  While	
  travel	
  party	
  size	
  remained	
  largely	
  consistent	
  with	
  2009,	
  there	
  was	
  a	
  decrease	
  in	
  
those	
  traveling	
  with	
  children.	
  	
  

Regional	
  Q24.	
  	
  Including	
  yourself	
  and	
  any	
  children,	
  how	
  many	
  people	
  were	
  in	
  your	
  immediate	
  travel	
  party	
  on	
  this	
  specific	
  trip	
  to	
  Maine?	
  
Regional	
  Q25.	
  	
  How	
  many	
  of	
  these	
  people	
  were:	
  Children?	
  

  

a,	
  b,	
  c	
  notes	
  significant	
  difference	
  at	
  95%	
  confidence	
  level 
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Number	
  of	
  People	
  in	
  Travel	
  Party	
   Percent	
  Traveling	
  with	
  Children	
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Transporta?on	
  Method	
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Net	
  2010	
  (Base=2,992)	
   Leisure	
  (Base=1,466)	
  	
   VFR	
  (Base=1,016)	
  	
   Business	
  (Base=510)	
  	
  

•  While	
  the	
  personal	
  car	
  remains	
  by	
  far	
  the	
  dominant	
  transporta;on	
  mode	
  for	
  traveling	
  
to	
  Maine	
  for	
  an	
  overnight	
  visit,	
  there	
  were	
  some	
  notable	
  year-­‐over-­‐year	
  changes	
  with	
  
other	
  types	
  of	
  transport.	
  	
  Notably,	
  in	
  2010	
  we	
  saw	
  decreased	
  use	
  of	
  airplane	
  travel	
  by	
  
business	
  travelers,	
  which	
  was	
  offset	
  by	
  an	
  increased	
  use	
  of	
  rental	
  cars.	
  	
  We	
  also	
  saw	
  an	
  
increase	
  in	
  RV	
  travel	
  by	
  leisure	
  visitors.	
  

Regional	
  Q26.	
  Which	
  of	
  the	
  following	
  types	
  of	
  transportaCon	
  did	
  you	
  use	
  to	
  travel	
  the	
  most	
  miles	
  from	
  your	
  home	
  to	
  get	
  to	
  your	
  Maine	
  
desCnaCon?	
  	
  
	
  

  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

• First	
  ?me	
  visitors	
  are	
  significantly	
  
more	
  likely	
  than	
  repeat	
  visitors	
  to	
  

travel	
  by	
  airplane	
  for	
  an	
  overnight	
  trip	
  
to	
  Maine	
  (14%	
  v.	
  7%).	
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Visitor	
  Center	
  Usage	
  While	
  in	
  Maine	
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Net	
  2010	
  (Base=2,992)	
   Leisure	
  (Base=1,466)	
  	
   VFR	
  (Base=1,016)	
  	
   Business	
  (Base=510)	
  	
  

•  The	
  chart	
  below	
  illustrates	
  how	
  more	
  than	
  one-­‐quarter	
  of	
  overnight	
  visitors	
  reported	
  
using	
  a	
  Visitor	
  Center	
  during	
  their	
  trip	
  to	
  Maine.	
  The	
  KiQery	
  Visitor’s	
  Center	
  was	
  used	
  by	
  
the	
  largest	
  percentage	
  of	
  overnight	
  visitors,	
  serving	
  as	
  a	
  gateway	
  to	
  Maine	
  for	
  visitors	
  
from	
  Southern	
  New	
  England	
  and	
  beyond	
  as	
  they	
  enter	
  the	
  state	
  on	
  the	
  Maine	
  Turnpike.	
  
The	
  Yarmouth	
  Visitor	
  Center	
  saw	
  a	
  small	
  dip	
  in	
  reported	
  usage	
  from	
  2009.	
  

Regional	
  Q31a.	
  Once	
  you	
  arrived	
  in	
  Maine	
  did	
  you	
  stop	
  at	
  any	
  of	
  the	
  Maine	
  Visitor	
  Centers?	
  	
  
	
  

  

• Visitors	
  with	
  children	
  in	
  the	
  household	
  
are	
  more	
  likely	
  than	
  those	
  without	
  to	
  

stop	
  at	
  a	
  Visitor	
  Center	
  in	
  Maine	
  (31%	
  v.	
  
25%)	
  

• First-­‐?me	
  visitors	
  are	
  significantly	
  more	
  
likely	
  than	
  repeat	
  visitors	
  to	
  stop	
  at	
  a	
  
Maine	
  Visitor	
  Center	
  on	
  their	
  overnight	
  

trip	
  in	
  Maine	
  (42%	
  v.	
  24%).	
  
• Visitors	
  from	
  Canada	
  are	
  significantly	
  

more	
  likely	
  than	
  visitors	
  from	
  the	
  US	
  to	
  visit	
  
the	
  Calais	
  Visitor	
  Center	
  (6%	
  v.	
  2%).	
  

2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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Visitor	
  Center	
  Usage	
  While	
  in	
  Maine	
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Net	
  2010	
  (Base=805)	
   Leisure	
  (Base=397)	
  	
   VFR	
  (Base=278)	
  	
   Business	
  (Base=130)	
  	
  

•  Two-­‐thirds	
  of	
  overnight	
  visitors	
  who	
  went	
  to	
  a	
  Maine	
  Visitor	
  Center	
  reported	
  using	
  the	
  
bathrooms	
  at	
  the	
  Center.	
  Between	
  one-­‐quarter	
  and	
  one-­‐third	
  used	
  the	
  facility	
  to	
  either	
  
get	
  local	
  informa;on	
  from	
  staff	
  or	
  to	
  obtain	
  local	
  aQrac;on	
  informa;on.	
  

•  There	
  was	
  a	
  significant	
  increase	
  in	
  2010	
  of	
  those	
  using	
  the	
  Visitor	
  Centers	
  to	
  get	
  local	
  
lodging	
  informa;on.	
  This	
  was	
  driven	
  by	
  an	
  increase	
  in	
  Business	
  Travelers.	
  	
  More	
  VFR	
  
travelers	
  are	
  stopping	
  off	
  to	
  walk	
  their	
  pets.	
  

Regional	
  Q31b.	
  What	
  did	
  you	
  uClize	
  the	
  Maine	
  Visitor	
  Center(s)	
  for	
  during	
  your	
  visit?	
  	
  
	
  

  

• Visitors	
  from	
  Maine	
  and	
  other	
  New	
  
England	
  states	
  are	
  significantly	
  more	
  likely	
  
than	
  visitors	
  from	
  other	
  areas	
  of	
  the	
  US	
  to	
  

use	
  the	
  bathrooms	
  while	
  at	
  a	
  Visitor	
  
Center.	
  

2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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Paid	
  Accommoda?ons	
  While	
  in	
  Maine	
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Net	
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  (Base=2,992)	
   Leisure	
  (Base=1,466)	
  	
   VFR	
  (Base=1,016)	
  	
   Business	
  (Base=510)	
  	
  

•  Nearly	
  half	
  of	
  overnight	
  visitors	
  to	
  Maine	
  stayed	
  in	
  a	
  hotel,	
  motel,	
  or	
  resort	
  during	
  their	
  
trip.	
  This	
  percentage	
  is	
  sta;s;cally	
  stable	
  with	
  2009.	
  However,	
  it’s	
  notable	
  that	
  there	
  
was	
  a	
  significant	
  increase	
  in	
  the	
  percent	
  of	
  leisure	
  visitors	
  who	
  stayed	
  in	
  this	
  type	
  of	
  
accommoda;on	
  -­‐	
  with	
  a	
  corresponding	
  decrease	
  in	
  the	
  percentage	
  of	
  leisure	
  visitors	
  
who	
  rented	
  a	
  cabin,	
  coQage,	
  or	
  vaca;on	
  home	
  for	
  their	
  stay.	
  

Regional	
  Q27.	
  In	
  which	
  of	
  the	
  following	
  types	
  of	
  accommodaCons	
  did	
  you	
  spend	
  the	
  most	
  nights	
  on	
  this	
  trip	
  to	
  Maine?	
  	
  
	
  

  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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Unpaid	
  Accommoda?ons	
  While	
  in	
  Maine	
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Other	
  

Wilderness	
  camping	
  

Free	
  campground	
  

Second	
  home	
  /	
  cabin	
  /	
  coQage	
  

Friend	
  /	
  Rela;ve	
  /	
  Assoc.	
  Home	
  

Unpaid	
  (NET)	
  

Net	
  2010	
  (Base=2,992)	
   Leisure	
  (Base=1,466)	
  	
   VFR	
  (Base=1,016)	
  	
   Business	
  (Base=510)	
  	
  

•  There	
  was	
  a	
  significant	
  year-­‐over-­‐year	
  decline	
  in	
  the	
  percentage	
  of	
  overnight	
  visitors	
  to	
  
Maine	
  who	
  stayed	
  with	
  a	
  friend,	
  rela;ve,	
  or	
  associate’s	
  home	
  during	
  their	
  trip.	
  The	
  
percent	
  of	
  overnight	
  visitors	
  who	
  stayed	
  in	
  other	
  types	
  of	
  unpaid	
  accommoda;ons	
  
during	
  their	
  trip	
  primarily	
  saw	
  year-­‐over-­‐year	
  sta;s;cal	
  stability	
  between	
  2008	
  and	
  
2009.	
  

Regional	
  Q27.	
  In	
  which	
  of	
  the	
  following	
  types	
  of	
  accommodaCons	
  did	
  you	
  spend	
  the	
  most	
  nights	
  on	
  this	
  trip	
  to	
  Maine?	
  	
  
	
  

  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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The	
  Maine	
  Overnight	
  Visitor	
  Experience	
  



Repeat	
  versus	
  First	
  Time	
  Visitors	
  

16%	
  

84%	
  

14%	
  

86%	
  c	
  

17%	
  b	
  

83%	
  

First	
  Time	
   Repeat	
  

2008	
  (Base	
  3,320)	
  a	
  

2009	
  (Base=3,057)	
  b	
  

2010	
  (Base=2,992)	
  c	
  

•  Less	
  than	
  two	
  in	
  ten	
  visitors	
  to	
  the	
  state	
  are	
  first	
  ;me	
  visitors.	
  	
  
•  However,	
  versus	
  2009,	
  we	
  do	
  see	
  a	
  significant	
  increase	
  in	
  this	
  propor;on.	
  	
  It	
  is	
  also	
  

important	
  to	
  note,	
  that	
  the	
  propor;on	
  of	
  total	
  travelers	
  has	
  increased,	
  thus	
  the	
  impact	
  
of	
  this	
  propor;on	
  gain	
  is	
  even	
  greater	
  in	
  terms	
  of	
  actual	
  first	
  ;me	
  visitors.	
  

First-­‐Time	
  Versus	
  Repeat	
  

Regional	
  Q9.	
  Was	
  this	
  your	
  first	
  visit	
  in	
  Maine?	
  
Regional	
  Q10.	
  	
  Including	
  your	
  most	
  recent	
  trip	
  in	
  Maine,	
  how	
  many	
  Cmes	
  have	
  you	
  been	
  to	
  Maine	
  in	
  the	
  past	
  five	
  years?	
  	
  
a,	
  b,	
  c	
  indicates	
  significant	
  difference	
  at	
  95%	
  confidence	
  level	
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Relaxing	
  atmosphere	
  

Unique	
  place	
  

I	
  live	
  here	
  

Good	
  aQrac;ons	
  

Specific	
  outdoor	
  ac;vi;es	
  

Loca;on	
  of	
  wedding/	
  funeral	
  

Good	
  food	
  

Scenery	
  

Beau;ful	
  

Shopping	
  

Love	
  the	
  state	
  

Beach	
  /	
  Ocean	
  /	
  Lake	
  /	
  Coast	
  

Work	
  related	
  

Close	
  to	
  home	
  

Friends	
  or	
  rela;ves	
  live	
  here	
  /	
  Familiar	
  

Reasons	
  for	
  Selec?ng	
  Maine	
  
Overnight	
  Visitors	
  

2010	
  NET	
  (Base=2,992)	
  

Leisure	
  (Base=1,466)	
  	
  

VFR	
  (Base=1,016)	
  

Business	
  (Base=510)	
  	
  

Reasons	
  for	
  Selec?ng	
  Maine	
  
•  There	
  was	
  largely	
  year-­‐over-­‐year	
  stability	
  with	
  the	
  reasons	
  why	
  overnight	
  visitors	
  

selected	
  Maine	
  for	
  their	
  trip.	
  There	
  was	
  a	
  small	
  decrease	
  in	
  those	
  selec;ng	
  Maine	
  
because	
  of	
  its	
  good	
  aQrac;ons.	
  

Regional	
  Q16.	
  	
  Thinking	
  about	
  all	
  the	
  places	
  you	
  could	
  have	
  chosen	
  to	
  visit	
  on	
  this	
  trip,	
  why	
  did	
  you	
  choose	
  Maine?	
  
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  

  

• Visitors	
  who	
  do	
  not	
  have	
  children	
  are	
  
significantly	
  more	
  likely	
  than	
  those	
  who	
  do	
  

have	
  children	
  to	
  have	
  selected	
  Maine	
  
because	
  of	
  the	
  food/restaurants	
  (6%	
  v.	
  3%).	
  

	
  

• As	
  originally	
  noted	
  in	
  2008,	
  Canadian	
  visitors	
  
are	
  significantly	
  more	
  likely	
  than	
  visitors	
  from	
  
the	
  US	
  to	
  have	
  selected	
  Maine	
  because	
  of	
  the	
  

shopping	
  (15%	
  v.	
  1%).	
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Residence	
  of	
  Maine	
  Overnight	
  Visitors	
  
	
  •  MassachuseQs	
  and	
  New	
  York	
  con;nue	
  to	
  source	
  the	
  greatest	
  percentage	
  of	
  overnight	
  

visitors	
  to	
  Maine,	
  each	
  represen;ng	
  approximately	
  one-­‐finh	
  of	
  overnight	
  visitors	
  to	
  the	
  
State.	
  	
  

•  Comparing	
  2010	
  to	
  the	
  same	
  period	
  in	
  2009,	
  there	
  was	
  a	
  small	
  but	
  significant	
  decrease	
  
in	
  the	
  percentage	
  of	
  overnight	
  visitors	
  from	
  Quebec	
  and	
  Washington	
  D.C.	
  

State/Province	
  of	
  residence.	
  	
  

  

Base:	
  People	
  who	
  Live	
  in	
  New	
  England,	
  NJ,	
  NY,	
  PA,	
  DE,	
  MD,	
  DC,	
  and	
  Eastern	
  Canada	
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Primary	
  Region	
  of	
  Visit	
  to	
  Maine	
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  River	
  Valley	
  

Lakes	
  and	
  Mountains	
  

Maine	
  Highlands	
  

Mid-­‐Coast	
  

Downeast	
  &	
  Acadia	
  

Greater	
  Portland	
  

The	
  Maine	
  Beaches	
  

Net	
  2010	
  (Base=2,992)	
   Leisure	
  (Base=1,466)	
  	
   VFR	
  (Base=1,016)	
  	
   Business	
  (Base=510)	
  	
  

•  The	
  Southern	
  Maine	
  Coast,	
  Greater	
  Portland,	
  and	
  the	
  Downeast	
  &	
  Acadia	
  regions	
  
remain	
  the	
  most	
  widely	
  visited	
  regions	
  in	
  Maine.	
  Notably,	
  there	
  was	
  a	
  significant	
  year-­‐
over-­‐year	
  increase	
  in	
  the	
  percent	
  of	
  overnight	
  visitors	
  who	
  traveled	
  to	
  the	
  Downeast	
  &	
  
Acadia	
  region	
  in	
  2010.	
  

Regional	
  Q28.	
  What	
  region	
  in	
  Maine	
  was	
  your	
  primary	
  desCnaCon?	
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  significant	
  year-­‐over-­‐year	
  difference	
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  95%	
  confidence	
  level 
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Special	
  Event	
  

Shopping	
  

Touring	
  

Outdoor	
  Recrea;on	
  

Primary	
  Purpose	
  of	
  Overnight	
  Leisure	
  Trips	
  
	
  

2008	
  (Base=1,806)	
  a	
   2009	
  (Base=1,613)	
  b	
   2010	
  (Base=1,619)	
  c	
  

Primary	
  Purpose	
  of	
  Overnight	
  Leisure	
  Trips	
  
	
   •  One-­‐third	
  of	
  overnight	
  leisure	
  visitors	
  to	
  Maine	
  reported	
  that	
  outdoor	
  recrea;on	
  was	
  

the	
  primary	
  purpose	
  of	
  their	
  visit,	
  making	
  this	
  the	
  most	
  widely-­‐cited	
  primary	
  trip	
  
purpose	
  for	
  the	
  State.	
  This	
  was	
  followed	
  by	
  the	
  one-­‐quarter	
  of	
  overnight	
  visitors	
  who	
  
came	
  to	
  Maine	
  for	
  touring	
  and	
  one-­‐sixth	
  of	
  overnight	
  visitors	
  who	
  primarily	
  came	
  to	
  
shop.	
  

Regional	
  Q7.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  leisure	
  trip	
  in	
  Maine?	
  
Note:	
  In	
  2009	
  ‘Rest	
  &	
  RelaxaCon’	
  was	
  no	
  longer	
  offered	
  as	
  a	
  response	
  opCon.	
  	
  
	
  	
  

  

• As	
  was	
  seen	
  in	
  the	
  2008	
  report,	
  
visitors	
  from	
  the	
  US	
  were	
  significantly	
  
more	
  likely	
  than	
  Canadian	
  visitors	
  to	
  
report	
  that	
  the	
  primary	
  purpose	
  of	
  

their	
  leisure	
  trip	
  was	
  outdoor	
  
recrea;on	
  (36%	
  v.	
  21%).	
  

• Those	
  from	
  outside	
  of	
  New	
  England	
  
were	
  significantly	
  more	
  likely	
  than	
  

visitors	
  from	
  Maine	
  to	
  report	
  that	
  the	
  
primary	
  purpose	
  of	
  their	
  trip	
  was	
  
touring	
  (38%	
  v.	
  11%	
  &	
  19%).	
  

• Consistent	
  
with	
  results	
  

from	
  the	
  2009	
  
report,	
  visitors	
  
from	
  Canada	
  

were	
  
significantly	
  
more	
  likely	
  
than	
  visitors	
  
from	
  the	
  US	
  to	
  
report	
  that	
  they	
  
came	
  to	
  Maine	
  
to	
  go	
  shopping	
  
(37%	
  v.	
  10%).	
  

2010	
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  difference	
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  confidence	
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Primary	
  Purpose	
  of	
  Overnight	
  Business	
  Trips	
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Sales	
  /	
  Service	
  

Mee;ng	
  

Primary	
  Purpose	
  of	
  Overnight	
  Business	
  Trips	
  
	
  

2008	
  (Base=586)	
  a	
   2009	
  (Base=570)	
  b	
   2010	
  (Base=577)	
  c	
  

	
  	
  

•  More	
  than	
  one-­‐third	
  of	
  business	
  travelers	
  to	
  Maine	
  reported	
  that	
  a	
  mee;ng	
  was	
  the	
  
primary	
  purpose	
  of	
  their	
  trip,	
  up	
  from	
  2009.	
  This	
  was	
  followed	
  by	
  sales	
  or	
  service	
  
appointments	
  –	
  which	
  are	
  down	
  from	
  a	
  year	
  ago.	
  	
  

Regional	
  Q5.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  business	
  trip	
  in	
  Maine?	
  

  

a,	
  b,	
  or	
  c	
  notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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Primary	
  Purpose	
  of	
  Overnight	
  VFR	
  Trips	
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Family	
  reunion	
  

Holiday	
  visit	
  

General	
  visit	
  to	
  see	
  friends	
  or	
  rela;ves	
  

Primary	
  Purpose	
  of	
  Overnight	
  VFR	
  Trips	
  
	
  

2008	
  (Base=1,331)	
  a	
   2009	
  (Base=1,241)	
  b	
   2010	
  (Base=1,138)	
  c	
  

	
  	
  

•  There	
  was	
  year-­‐over-­‐year	
  sta;s;cal	
  stability	
  with	
  the	
  primary	
  purpose	
  of	
  overnight	
  VFR	
  
trips	
  to	
  Maine.	
  Nearly	
  two-­‐thirds	
  of	
  this	
  group	
  reported	
  that	
  the	
  primary	
  purpose	
  of	
  
their	
  trip	
  to	
  the	
  State	
  was	
  a	
  general	
  visit	
  to	
  see	
  friends	
  or	
  rela;ves.	
  This	
  was	
  
overwhelmingly	
  the	
  most	
  widely-­‐cited	
  purpose	
  of	
  these	
  trips.	
  

Regional	
  Q6.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  trip	
  to	
  visit	
  friends	
  or	
  relaCves	
  in	
  Maine?	
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Trip	
  Ac?vi?es	
  
•  Shopping	
  and	
  outdoor	
  ac;vi;es	
  are	
  the	
  top	
  trip	
  ac;vi;es	
  among	
  overnight	
  visitors	
  to	
  

Maine,	
  enjoyed	
  by	
  more	
  than	
  half	
  of	
  this	
  group	
  while	
  they	
  are	
  in	
  the	
  state.	
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  family/friends	
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  Ocean	
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Outdoor	
  ac;vi;es	
  (NET)	
  

Shopping	
  NET	
   	
  
	
  

Net	
  2010	
  (Base=2,992)	
   Leisure	
  (Base=1,466)	
   VFR	
  (Base=1,016)	
  	
   Business	
  (Base=510)	
  	
  

Top	
  Trip	
  Ac?vi?es	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

• First-­‐?me	
  visitors	
  are	
  significantly	
  more	
  
likely	
  than	
  repeat	
  visitors	
  to	
  report	
  that	
  they	
  
enjoyed	
  mountain	
  views	
  (30%	
  v.	
  21%)	
  	
  and	
  
visited	
  historic	
  sites	
  (19%	
  v.	
  13%)	
  during	
  

their	
  trip	
  to	
  Maine.	
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Trip	
  Ac?vi?es	
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  events	
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  events	
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  park	
  

Zoos	
  or	
  aquariums	
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  plays/	
  musicals	
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  gardens	
  

Visi;ng	
  art	
  museums	
  

Nature	
  cruises	
  

AQending	
  fairs	
  or	
  fes;vals	
  

Taking	
  tours	
  of	
  communi;es	
  

Viewing	
  fall	
  colors	
   	
  
	
  

Net	
  2010	
  (Base=2,992)	
   Leisure	
  (Base=1,466)	
   VFR	
  (Base=1,016)	
  	
   Business	
  (Base=510)	
  	
  

Lower	
  U?lized	
  Trip	
  Ac?vi?es	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
  

2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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•  A	
  few	
  declines	
  are	
  seen	
  versus	
  a	
  year	
  ago	
  on	
  some	
  lesser	
  u;lized	
  ac;vi;es.	
  	
  



Trip	
  Ac?vi?es	
  -­‐	
  Shopping	
  
•  There	
  were	
  year	
  over	
  year	
  declines	
  in	
  shopping	
  for	
  gins	
  and	
  souvenirs	
  among	
  Maine	
  

overnight	
  visitors.	
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  gins	
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General	
  shopping	
  at	
  malls,	
  
downtown	
  

Outlet	
  shopping	
  

	
  
	
  

Net	
  2010	
  (Base=2,992)	
   Leisure	
  (Base=1,466)	
   VFR	
  (Base=1,016)	
  	
   Business	
  (Base=510)	
  	
  

Shopping	
  Trip	
  Ac?vi?es	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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Trip	
  Ac?vi?es	
  –	
  Outdoor	
  Ac?vi?es	
  
•  Overnight	
  visitors	
  to	
  Maine	
  in	
  2010	
  enjoyed	
  a	
  variety	
  of	
  outdoor	
  ac;vi;es,	
  with	
  many	
  

going	
  to	
  the	
  beach.	
  	
  Hiking	
  or	
  climbing	
  was	
  also	
  popular,	
  and	
  saw	
  an	
  increase	
  over	
  2009.	
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  swimming	
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  swimming	
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Net	
  2010	
  (Base=2,992)	
   Leisure	
  (Base=1,466)	
   VFR	
  (Base=1,016)	
  	
   Business	
  (Base=510)	
  	
  

Top	
  Outdoor	
  Trip	
  Ac?vi?es	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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  snowboarding	
  

Water	
  skiing/	
  jet	
  skiing	
  

White	
  water	
  raning	
  

Sailing	
  

Ocean	
  fishing	
  

Net	
  2010	
  (Base=2,992)	
  

Leisure	
  (Base=1,466)	
  

VFR	
  (Base=1,016)	
  	
  

Business	
  (Base=510)	
  	
  

Lower	
  U?lized	
  Outdoor	
  Trip	
  Ac?vi?es	
  

Trip	
  Ac?vi?es	
  –	
  Outdoor	
  Ac?vi?es	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
  

2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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•  Fewer	
  travelers	
  reported	
  that	
  they	
  snow	
  shoed	
  in	
  Maine	
  in	
  2010,	
  but	
  more	
  VFR	
  
travelers	
  stated	
  that	
  they	
  hunted	
  in	
  the	
  state.	
  



Highlight	
  of	
  Trip	
  to	
  Maine	
  
•  Visitors	
  recall	
  a	
  variety	
  of	
  highlights	
  of	
  their	
  trip	
  to	
  the	
  state.	
  	
  Notably,	
  significant	
  year-­‐over-­‐

year	
  increases	
  were	
  reported	
  in	
  the	
  percent	
  of	
  overnight	
  visitors	
  to	
  Maine	
  who	
  felt	
  that	
  
scenery	
  or	
  dining	
  was	
  a	
  highlight	
  of	
  their	
  visit.	
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ea;ng	
  out	
  

Relaxa;on	
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   Weather	
   Driving	
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Net	
  2010	
  (Base=2,992)	
   Leisure	
  (Base=1,466)	
   VFR	
  (Base=1,016)	
   Business	
  (Base=510)	
  

Highlight	
  of	
  Overnight	
  Trip	
  to	
  Maine	
  

Regional	
  Q35.	
  	
  What	
  was	
  the	
  highlight	
  of	
  this	
  specific	
  trip	
  to	
  Maine?	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

• Visitors	
  from	
  New	
  England	
  states	
  
other	
  than	
  Maine	
  were	
  

significantly	
  more	
  likely	
  than	
  those	
  
from	
  Canada	
  to	
  say	
  that	
  outdoor	
  
ac;vi;es	
  were	
  a	
  highlight	
  of	
  their	
  

trip	
  (13%	
  v.	
  7%).	
  

• Visitors	
  from	
  Canada	
  were	
  
significantly	
  more	
  likely	
  than	
  
visitors	
  from	
  the	
  US	
  to	
  report	
  

that	
  shopping	
  was	
  a	
  highlight	
  of	
  
their	
  overnight	
  trip	
  to	
  Maine	
  

(22%	
  v.	
  4%).	
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Highlight	
  of	
  Trip	
  to	
  Maine	
  -­‐	
  Con?nued	
  
•  A	
  number	
  of	
  other	
  items	
  were	
  also	
  noted,	
  but	
  by	
  fewer	
  respondents,	
  as	
  highlights	
  of	
  their	
  

trip	
  to	
  Maine.	
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away	
  

Leave/	
  going	
  
home	
  

Other	
  

	
  
	
  

Net	
  2010	
  (Base=2,992)	
   Leisure	
  (Base=1,466)	
   VFR	
  (Base=1,016)	
   Business	
  (Base=510)	
  

Highlight	
  of	
  Overnight	
  Trip	
  to	
  Maine	
  

Regional	
  Q35.	
  	
  What	
  was	
  the	
  highlight	
  of	
  this	
  specific	
  trip	
  to	
  Maine?	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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Net	
  2010	
  (Base=2,992)	
   Leisure	
  (Base=1,466)	
  
VFR	
  (Base=1,016)	
   Business	
  (Base=510)	
  

What	
  Could	
  Have	
  Been	
  Beker	
  on	
  Trip	
  to	
  Maine	
  
•  There	
  was	
  a	
  decrease	
  in	
  the	
  percentage	
  of	
  overnight	
  visitors	
  who	
  reported	
  that	
  the	
  

weather	
  could	
  have	
  been	
  beQer	
  when	
  they	
  came	
  to	
  Maine,	
  likely	
  a	
  result	
  of	
  improved	
  
weather	
  condi;ons	
  in	
  the	
  peak	
  summer	
  season.	
  Also,	
  posi;vely,	
  there	
  was	
  an	
  increase	
  in	
  
those	
  saying	
  ‘not	
  much’	
  could	
  have	
  been	
  beQer	
  about	
  their	
  trip.	
  	
  

What	
  Could	
  Have	
  Been	
  Beker	
  on	
  
Overnight	
  Trip	
  to	
  Maine	
  

Regional	
  Q36.	
  	
  What	
  do	
  you	
  wish	
  could	
  have	
  been	
  befer	
  on	
  this	
  trip	
  in	
  Maine?	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

• Visitors	
  from	
  New	
  England	
  states	
  other	
  than	
  
Maine	
  were	
  significantly	
  more	
  likely	
  than	
  

those	
  from	
  Canada	
  to	
  say	
  that	
  they	
  wish	
  they	
  
had	
  more	
  ;me	
  to	
  spend	
  on	
  their	
  visit	
  (20%	
  v.	
  

13%).	
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Comparison	
  of	
  Maine	
  to	
  Other	
  Des?na?ons	
  
•  There	
  were	
  rela;vely	
  few	
  significant	
  year-­‐over-­‐year	
  changes	
  in	
  the	
  percentage	
  of	
  

overnight	
  visitors	
  who	
  ranked	
  Maine	
  as	
  “one	
  of	
  the	
  best”	
  or	
  “beQer	
  than	
  most	
  other	
  
des;na;ons”	
  on	
  a	
  variety	
  of	
  aQributes.	
  	
  

•  However,	
  significant	
  increases	
  were	
  seen	
  among	
  travelers	
  who	
  were	
  posi;ve	
  towards	
  
Maine’s	
  friendliness	
  of	
  the	
  people	
  and	
  in	
  the	
  variety	
  of	
  ac;vi;es	
  available.	
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Net	
  2010	
  (Base=2,992)	
   Leisure	
  (Base=1,466)	
   VFR	
  (Base=1,016)	
   Business	
  (Base=510)	
  

Top	
  Two	
  Box	
  Summary:	
  
Maine	
  was	
  one	
  of	
  the	
  best/beker	
  than	
  most	
  

Regional	
  Q34.	
  Using	
  the	
  scale	
  provided	
  in	
  the	
  table	
  below,	
  please	
  evaluate	
  your	
  trip	
  to	
  Maine	
  as	
  compared	
  to	
  other	
  desCnaCons	
  you’ve	
  visited.	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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Phrases	
  that	
  Best	
  Describe	
  Maine	
  -­‐	
  Overnight	
  Visitors	
  	
  
•  In	
  a	
  similar	
  paQern	
  to	
  the	
  previous	
  slide,	
  there	
  were	
  rela;vely	
  few	
  significant	
  year-­‐over-­‐

year	
  changes	
  in	
  the	
  percent	
  of	
  overnight	
  visitors	
  who	
  used	
  the	
  following	
  phrases	
  to	
  
describe	
  Maine.	
  One	
  excep;on	
  was	
  a	
  significant	
  year-­‐over-­‐year	
  increase	
  in	
  overnight	
  
business	
  travelers	
  who	
  reported	
  that	
  great	
  family	
  desCnaCon	
  as	
  a	
  phrase	
  that	
  describes	
  
the	
  state.	
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Beau;ful	
  
scenery	
  

Fresh	
  air	
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  place	
  to	
  
relax	
  

Clean	
  water	
   Good	
  food/	
  
restaurants	
  

Great	
  place	
  to	
  
escape	
  rou;ne	
  

Great	
  family	
  
des;na;on	
  

Great	
  summer	
  
outdoor	
  
recrea;on	
  

Unspoiled	
  
Environment	
  

Place	
  for	
  quick	
  
getaway	
  

Lots	
  of	
  wildlife	
  

	
  
	
  

Net	
  2010	
  (Base=2,992)	
   Leisure	
  (Base=1,466)	
   VFR	
  (Base=1,016)	
   Business	
  (Base=510)	
  

Regional	
  Q39.	
  From	
  the	
  list	
  below,	
  please	
  select	
  the	
  phrases	
  that	
  you	
  feel	
  best	
  describe	
  Maine	
  as	
  a	
  vacaCon	
  desCnaCon.	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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Top	
  Descriptors	
  



Phrases	
  that	
  Best	
  Describe	
  Maine	
  	
  
•  The	
  phrases	
  that	
  were	
  least	
  likely	
  used	
  to	
  describe	
  Maine	
  by	
  overnight	
  visitors	
  also	
  saw	
  

sta;s;cal	
  year-­‐over-­‐year	
  stability	
  between	
  2009	
  and	
  2010.	
  Significant	
  shins	
  did	
  come	
  
with	
  VFR	
  overnight	
  visitors,	
  who	
  were	
  less	
  likely	
  to	
  report	
  that	
  Maine	
  is	
  boring.	
  

•  Notably,	
  great	
  winter	
  ac;vi;es,	
  interes;ng	
  historic	
  sites,	
  fine	
  dining	
  and	
  place	
  I	
  long	
  to	
  
go	
  are	
  less	
  associated	
  with	
  Maine.	
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ac;vi;es	
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historic	
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  dining	
   Place	
  I	
  long	
  to	
  
go	
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lodging	
  

Cold	
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cultural	
  
ac;vi;es	
  

Exci;ng	
  
nightlife	
  and	
  
entertainment	
  

Not	
  enough	
  to	
  
do	
  

Boring	
   Too	
  primi;ve	
  

	
  
	
  

Net	
  2010	
  (Base=2,992)	
   Leisure	
  (Base=1,466)	
   VFR	
  (Base=1,016)	
   Business	
  (Base=510)	
  

Regional	
  Q39.	
  From	
  the	
  list	
  below,	
  please	
  select	
  the	
  phrases	
  that	
  you	
  feel	
  best	
  describe	
  Maine	
  as	
  a	
  vacaCon	
  desCnaCon.	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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Lowest	
  Descriptors	
  



Day Visitor Travel Logistics 



Travel	
  Party	
  Size	
  and	
  Composi?on	
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   Net	
  

2008	
  (n=1,890)	
  a	
   2009	
  (n=1,945)	
  b	
   2010	
  (n=1,796)	
  c	
  

•  As	
  seen	
  in	
  2009,	
  day	
  traveler	
  party	
  size	
  remains	
  down	
  from	
  2008	
  levels,	
  driven	
  largely	
  
by	
  fewer	
  visitors	
  traveling	
  with	
  children.	
  	
  

Day	
  Q7.	
  	
  Including	
  yourself	
  and	
  any	
  children,	
  how	
  many	
  people	
  were	
  in	
  your	
  immediate	
  travel	
  party	
  on	
  this	
  trip?	
  
Day	
  Q8.	
  	
  How	
  many	
  of	
  these	
  people	
  were:	
  Children?	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

25%	
  

22%	
  

4%	
  

26%	
  

24%	
  

23%	
  

4%	
  

22%	
  

34%bc	
  

33%bc	
  

5%	
  

31%bc	
  

0%	
   10%	
   20%	
   30%	
   40%	
   50%	
  

VFR	
  

Leisure	
  

Business	
  

Net	
  

Number	
  of	
  People	
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  Travel	
  Party	
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  with	
  Children	
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Visitor	
  Center	
  Usage	
  While	
  in	
  Maine	
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1%	
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  Gardiner	
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Houlton	
  

Hampden	
  South	
  

Hampden	
  North	
  

Yarmouth	
  

KiQery	
  

Any	
  (Net)	
  

Net	
  2010	
  (Base=1,796)	
   Leisure	
  (Base=1,175)	
  	
   VFR	
  (Base=480)	
  	
   Business	
  (Base=141)	
  	
  

•  Approximately	
  one	
  in	
  five	
  day	
  visitors	
  to	
  Maine	
  went	
  to	
  a	
  Maine	
  Visitor	
  Center	
  during	
  
their	
  trip.	
  This	
  is	
  less	
  than	
  the	
  percentage	
  of	
  overnight	
  visitors	
  to	
  Maine	
  who	
  went	
  to	
  
one	
  of	
  the	
  Centers	
  during	
  their	
  visit.	
  In	
  a	
  similar	
  paQern	
  to	
  overnight	
  visitors,	
  the	
  most	
  
widely	
  used	
  Visitor	
  Center	
  was	
  KiQery.	
  	
  Both	
  KiQery	
  and	
  Yarmouth	
  saw	
  some	
  day	
  
visita;on	
  decline	
  in	
  2010.	
  

Day	
  Q12a.	
  Once	
  you	
  arrived	
  in	
  Maine	
  did	
  you	
  stop	
  at	
  any	
  of	
  the	
  Maine	
  Visitor	
  Centers?	
  	
  
	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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Visitor	
  Center	
  Usage	
  While	
  in	
  Maine	
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Lodging	
  informa;on	
  

Walk	
  your	
  pet	
  

Use	
  picnic	
  area	
  

Get	
  direc;ons	
  

Use	
  vending	
  area	
  

Get	
  local	
  informa;on	
  from	
  staff	
  

Get	
  local	
  aQrac;on	
  informa;on	
  

Take	
  a	
  break	
  from	
  driving	
  

Use	
  bathrooms	
  

Net	
  2010	
  (Base=316)	
   Leisure	
  (Base=218)	
  	
   VFR	
  (Base=74)	
  	
   Business	
  (Base=24)	
  	
  

•  Despite	
  a	
  year	
  over	
  year	
  decrease,	
  using	
  the	
  bathrooms	
  is	
  s;ll	
  the	
  most	
  popular	
  use	
  
among	
  day	
  visitors	
  who	
  went	
  to	
  a	
  Maine	
  Visitor	
  Center.	
  	
  

Day	
  Q12b.	
  What	
  did	
  you	
  uClize	
  the	
  Maine	
  Visitor	
  Center(s)	
  for	
  during	
  your	
  visit?	
  
Day	
  Q12c.	
  Was	
  there	
  anything	
  specific	
  you	
  were	
  looking	
  for	
  at	
  	
  the	
  Visitor	
  Center	
  that	
  you	
  could	
  not	
  find	
  or	
  wish	
  was	
  provided?	
  
*Base	
  less	
  than	
  100,	
  use	
  for	
  direcConal	
  purposes	
  only.	
  	
  
	
  

  
2010	
  Annual	
  Report	
  

• 95%	
  of	
  day	
  visitors	
  who	
  went	
  to	
  a	
  Maine	
  
Visitor	
  Center	
  found	
  everything	
  that	
  they	
  
were	
  looking	
  for	
  at	
  the	
  Visitor	
  Center.	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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Trip	
  Research	
  While	
  in	
  Maine	
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Other	
  

Visited	
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  tourism	
  info	
  center	
  

Brought	
  laptop	
  to	
  research	
  area	
  

Picked	
  up	
  materials	
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  local	
  aQrac;ons	
  

Used	
  mobile	
  device	
  

Any	
  research	
  (Net)	
  

Net	
  2010	
  (Base=1,796)	
   Leisure	
  (Base=1,175)	
  	
   VFR	
  (Base=480)	
  	
   Business	
  (Base=141)	
  	
  

•  Slightly	
  more	
  than	
  one-­‐third	
  of	
  day	
  visitors	
  to	
  Maine	
  reported	
  that	
  they	
  conducted	
  
research	
  during	
  their	
  visit,	
  which	
  is	
  less	
  that	
  the	
  level	
  reported	
  by	
  overnight	
  visitors.	
  

•  Fewer	
  day	
  visitors	
  are	
  picking	
  up	
  materials	
  or	
  bringing	
  their	
  laptops.	
  	
  A	
  good	
  por;on	
  use	
  
mobile	
  devices	
  to	
  gather	
  informa;on.	
  

Day	
  Q12d.	
  Once	
  you	
  arrived	
  in	
  Maine	
  did	
  you	
  conCnue	
  to	
  research	
  places	
  to	
  go	
  and	
  things	
  to	
  do	
  during	
  your	
  visit	
  using	
  any	
  of	
  the	
  following?	
  	
  
	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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Why	
  Day	
  Visitors	
  Did	
  Not	
  Stay	
  Overnight	
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  need	
  /	
  want	
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Home	
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  planned	
  on	
  it	
  

Day	
  trip	
  

Close	
  to	
  home	
  

Net	
  2010	
  (Base=1,796)	
   Leisure	
  (Base=1,175)	
  	
   VFR	
  (Base=480)	
   Business	
  (Base=141)	
  

•  When	
  day	
  visitors	
  were	
  asked	
  why	
  they	
  did	
  not	
  spend	
  the	
  night	
  in	
  Maine,	
  more	
  than	
  
one-­‐quarter	
  reported	
  that	
  they	
  didn’t	
  spend	
  the	
  night	
  because	
  it	
  was	
  close	
  to	
  home.	
  	
  
This	
  percentage	
  was	
  a	
  significant	
  increase	
  compared	
  to	
  2009.	
  

Day	
  Q18.	
  Why	
  didn’t	
  you	
  stay	
  overnight	
  at	
  this	
  desCnaCon	
  while	
  visiCng	
  Maine?	
  	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

• Visitors	
  without	
  children	
  were	
  more	
  likely	
  
than	
  visitors	
  with	
  children	
  to	
  report	
  that	
  
they	
  couldn’t	
  stay	
  overnight	
  in	
  Maine	
  due	
  
to	
  only	
  planning	
  a	
  day	
  trip	
  (16%	
  v.	
  11%).	
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The Maine Day Visitor Experience 



Repeat	
  versus	
  First-­‐Time	
  Visitors	
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•  Day	
  visitors	
  are	
  more	
  likely	
  than	
  overnight	
  visitors	
  to	
  be	
  repeat	
  visitors	
  to	
  Maine.	
  In	
  fact,	
  
more	
  than	
  nine-­‐in-­‐ten	
  day	
  visitors	
  reported	
  that	
  they	
  have	
  been	
  to	
  Maine	
  before.	
  	
  

•  However,	
  it’s	
  notable	
  to	
  men;on	
  that	
  there	
  was	
  a	
  significant	
  year-­‐over-­‐year	
  increase	
  in	
  
the	
  percent	
  of	
  VFR	
  day	
  visitors	
  who	
  reported	
  that	
  it	
  was	
  their	
  first	
  trip	
  to	
  Maine.	
  Aner	
  
an	
  increase	
  in	
  2009,	
  leisure	
  first	
  ;me	
  visitors	
  fell	
  back	
  to	
  the	
  2009	
  level.	
  

Day	
  Q4.	
  Was	
  this	
  your	
  first	
  trip	
  to	
  Maine?	
  	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

• Day	
  visitors	
  from	
  Canada	
  
were	
  significantly	
  more	
  likely	
  
in	
  2009	
  than	
  2010	
  to	
  report	
  
that	
  their	
  day	
  trip	
  was	
  their	
  
first	
  trip	
  to	
  Maine	
  (10%	
  v.	
  

4%).	
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Day	
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Net	
  2010	
  (Base=1,796)	
   Leisure	
  (Base=1,175)	
  	
   VFR	
  (Base=480)	
  

Reasons	
  for	
  Selec?ng	
  Maine	
  by	
  Trip	
  Type:	
  Day	
  
Visitors*	
  
•  There	
  was	
  a	
  significant	
  year-­‐over-­‐year	
  increase	
  in	
  the	
  percentage	
  of	
  day	
  visitors	
  who	
  

selected	
  Maine	
  because	
  they	
  love	
  the	
  state.	
  This	
  increase	
  is	
  driven	
  by	
  leisure	
  day	
  visitors	
  
and	
  demonstrates	
  the	
  posi;ve	
  feelings	
  leisure	
  visitors	
  to	
  Maine	
  have.	
  

	
  

Day	
  Q6.	
  	
  Thinking	
  about	
  all	
  the	
  places	
  you	
  could	
  have	
  chosen	
  to	
  visit	
  for	
  this	
  specific	
  trip,	
  why	
  did	
  you	
  choose	
  Maine?	
  
*Not	
  asked	
  of	
  Business	
  Travelers.	
  

  
2010	
  Annual	
  Report	
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15%	
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21%	
  

0%	
   20%	
   40%	
   60%	
   80%	
  

Scenery	
  

Good	
  aQrac;ons	
  

Beau;ful	
  

Good	
  food	
  

Love	
  the	
  state	
  

Beaches	
  /	
  ocean	
  /	
  
lakes	
  /	
  coast	
  

I	
  live	
  here	
  /	
  have	
  
vaca;on	
  home	
  

Shopping	
  

Close	
  to	
  home	
  

Friends	
  or	
  rela;ves	
  
live	
  here	
  /	
  Familiar	
  

Reasons	
  for	
  Selec?ng	
  Maine	
  
Day	
  Visitors	
  

Net	
  2010	
  (Base=1,796)	
   Leisure	
  (Base=1,175)	
  	
   VFR	
  (Base=480)	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

• Day	
  visitors	
  from	
  Massachuseks	
  
are	
  significantly	
  more	
  likely	
  than	
  

day	
  visitors	
  from	
  Maine	
  and	
  Canada	
  
to	
  select	
  Maine	
  because	
  of	
  the	
  food	
  

(13%	
  MA	
  v.	
  1%	
  ME	
  &	
  6%	
  CA)	
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Residence	
  of	
  Maine	
  Day	
  Visitors	
  
	
  

2%	
  

2%	
  

2%	
  

3%	
  

4%	
  

14%	
  

51%	
  

23%	
  

1%	
  

1%	
  

1%	
  

1%	
  

3%	
  

16%	
  

33%	
  

44%	
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2%	
  

3%	
  

10%	
  

14%	
  

34%	
  

36%	
  

1%	
  

1%	
  

2%	
  

2%	
  

7%	
  

14%	
  

35%	
  

37%	
  

0%	
   20%	
   40%	
   60%	
  

Nova	
  Sco;a	
  

Vermont	
  

Rhode	
  Island	
  

Quebec	
  

New	
  Brunswick	
  

New	
  Hampshire	
  

Maine	
  

MassachuseQs	
  

Net	
  2010	
  (Base=1,796)	
   Leisure	
  (Base=1,175)	
   VFR	
  (Base=480)	
   Business	
  (Base=141)	
  

•  The	
  percentage	
  of	
  day	
  visitors	
  from	
  MassachuseQs	
  has	
  increased	
  over	
  a	
  year	
  ago,	
  with	
  
MassachuseQs	
  residents	
  providing	
  a	
  similar	
  propor;on	
  of	
  day	
  visitors	
  as	
  from	
  Maine.	
  

Day	
  Q1a.	
  In	
  what	
  state	
  or	
  province	
  do	
  you	
  reside?	
  	
  

  
2010	
  Annual	
  Report	
  

Base:	
  People	
  who	
  Live	
  Within	
  100	
  Miles	
  of	
  Maine	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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Primary	
  Region	
  by	
  Trip	
  Type:	
  Day	
  Visitors	
  
	
  

5%	
  

14%	
  

10%	
  

9%	
  

7%	
  

13%	
  

25%	
  

16%	
  

3%	
  

13%	
  

13%	
  

7%	
  

6%	
  

10%	
  

16%	
  

31%	
  

4%	
  

5%	
  

6%	
  

9%	
  

9%	
  

9%	
  

14%	
  

43%	
  

4%	
  

8%	
  

8%	
  

8%	
  

8%	
  

10%	
  

15%	
  

38%	
  

0%	
   10%	
   20%	
   30%	
   40%	
  

Aroostook	
  

Kennebec	
  and	
  Moose	
  River	
  Valley	
  

Lakes	
  and	
  Mountains	
  

Maine	
  Highlands	
  

Downeast	
  &	
  Acadia	
  

Mid-­‐Coast	
  

Greater	
  Portland	
  

The	
  Maine	
  Beaches	
  

Net	
  2010	
  (Base=1,796)	
   Leisure	
  (Base=1,175)	
  	
   VFR	
  (Base=480)	
   Business	
  (Base=141)	
  

•  Slightly	
  more	
  than	
  one-­‐third	
  of	
  day	
  visitors	
  to	
  Maine	
  went	
  to	
  the	
  Southern	
  Maine	
  Coast	
  
during	
  their	
  visit,	
  twice	
  the	
  percentage	
  of	
  the	
  second	
  most	
  visited	
  region	
  -­‐-­‐	
  Greater	
  
Portland.	
  Furthermore,	
  the	
  percentage	
  of	
  leisure	
  day	
  visitors	
  to	
  the	
  Southern	
  Maine	
  
Coast	
  saw	
  a	
  significant	
  year-­‐over-­‐year	
  increase	
  compared	
  to	
  the	
  same	
  period	
  last	
  year.	
  

Day	
  Q11.	
  What	
  region	
  in	
  Maine	
  was	
  your	
  primary	
  desCnaCon?	
  	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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Primary	
  Purpose	
  of	
  Leisure	
  Day	
  Trips	
  
	
  

10%a	
  

3%	
  

8%	
  

15%a	
  

26%a	
  

40%	
  

9%a	
  

1%	
  

8%	
  

14%a	
  

25%	
  

43%	
  

6%	
  

3%	
  

6%	
  

8%	
  

20%	
  

40%	
  

0%	
   10%	
   20%	
   30%	
   40%	
   50%	
   60%	
   70%	
  

Other	
  

Cultural/Heritage	
  Tourism	
  

Special	
  Event	
  

Touring	
  

Outdoor	
  Recrea;on	
  

Shopping	
  

Primary	
  Purpose	
  of	
  Leisure	
  Day	
  Trips	
  
	
  

2008	
  (Base=1,290)	
  a	
   2009	
  (Base=1,282)	
  b	
   2010	
  (Base=1,175)	
  c	
  

	
  	
  

•  Nearly	
  half	
  of	
  leisure	
  day	
  visitors	
  to	
  Maine	
  reported	
  that	
  shopping	
  was	
  the	
  primary	
  
purpose	
  of	
  their	
  trip,	
  a	
  figure	
  that	
  was	
  sta;s;cally	
  stable	
  with	
  the	
  same	
  ;me	
  period	
  in	
  
2009.	
  	
  	
  

Day	
  Q3.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  leisure	
  day	
  trip	
  in	
  Maine?	
  
Note:	
  In	
  2009	
  ‘Rest	
  &	
  RelaxaCon’	
  was	
  removed	
  as	
  a	
  response	
  opCon.	
  	
  

  
2010	
  Annual	
  Report	
  

a,b,c	
  notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

• Households	
  with	
  children	
  are	
  significantly	
  
more	
  likely	
  than	
  households	
  without	
  

children	
  to	
  report	
  that	
  outdoor	
  recrea;on	
  	
  
was	
  the	
  primary	
  purpose	
  of	
  their	
  leisure	
  

day	
  trip	
  (32%	
  v.	
  23%).	
  

• Consistent	
  with	
  the	
  2008	
  and	
  2009	
  
Annual	
  Reports,	
  day	
  visitors	
  from	
  Canada	
  
were	
  significantly	
  more	
  likely	
  than	
  day	
  
visitors	
  from	
  the	
  US	
  to	
  report	
  that	
  

shopping	
  was	
  the	
  primary	
  purpose	
  of	
  their	
  
day	
  trip	
  to	
  Maine	
  (77%	
  v.	
  34%).	
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Primary	
  Purpose	
  of	
  VFR	
  Day	
  Trips	
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1%	
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8%	
  

69%	
  

0%	
   10%	
   20%	
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   50%	
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   70%	
   80%	
   90%	
  

Other	
  

Class	
  reunion	
  

Funeral	
  

Family	
  reunion	
  

Wedding	
  

Holiday	
  visit	
  

General	
  visit	
  to	
  see	
  friends	
  or	
  rela;ves	
  

Primary	
  Purpose	
  of	
  VFR	
  Day	
  Trips	
  
	
  

2008	
  (Base=451)	
  a	
   2009	
  (Base=518)	
  b	
   2010	
  (Base=480)	
  c	
  

	
  	
  

•  More	
  than	
  three-­‐quarters	
  of	
  VFR	
  day	
  trips	
  to	
  Maine	
  are	
  general	
  trips	
  to	
  see	
  friends	
  or	
  
rela;ves.	
  Other	
  VFR	
  day	
  trip	
  purposes	
  -­‐-­‐	
  holiday	
  visits,	
  weddings,	
  reunions,	
  and	
  funerals,	
  
also	
  remained	
  sta;s;cally	
  consistent	
  with	
  last	
  year.	
  

Day	
  Q3.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  day	
  trip	
  to	
  visit	
  friends	
  or	
  relaCves	
  in	
  Maine?	
  	
  

  
2010	
  Annual	
  Report	
  

a,b,c	
  notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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Primary	
  Purpose	
  of	
  Business	
  Day	
  Trips	
  
	
  

17%	
  

5%	
  

12%	
  

30%	
  

35%	
  

14%	
  

5%	
  

12%	
  

32%	
  

37%	
  

23%	
  

7%	
  

13%	
  

25%	
  

32%	
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   70%	
  

Other	
  

Conven;on	
  /	
  Trade	
  show	
  /	
  Conference	
  

Training	
  /	
  Professional	
  Development	
  

Sales	
  /	
  Service	
  

Mee;ng	
  

Primary	
  Purpose	
  of	
  Business	
  Day	
  Trips	
  
	
  

2008	
  (Base=149)	
   2009	
  (Base=144)	
   2010	
  (Base=141)	
  

	
  	
  

•  Slightly	
  more	
  than	
  one-­‐third	
  of	
  business	
  day	
  visitors	
  to	
  Maine	
  reported	
  that	
  they	
  came	
  
to	
  Maine	
  for	
  a	
  mee;ng,	
  while	
  just	
  under	
  one-­‐third	
  came	
  to	
  Maine	
  for	
  sales	
  or	
  service.	
  
Both	
  of	
  these	
  percentages	
  reflect	
  sta;s;cal	
  stability	
  with	
  the	
  same	
  ;me	
  period	
  in	
  prior	
  
years.	
  In	
  fact,	
  there	
  were	
  no	
  sta;s;cally	
  significant	
  year-­‐over-­‐year	
  changes	
  in	
  the	
  
primary	
  purpose	
  of	
  day	
  business	
  trips	
  to	
  Maine	
  between	
  2009	
  and	
  2010.	
  

Day	
  Q3.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  business	
  day	
  trip	
  in	
  Maine?	
  	
  

  
2010	
  Annual	
  Report	
  

a,b,c	
  notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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Day	
  Visitor	
  Ac?vi?es	
  by	
  Trip	
  Type	
  
•  Shopping	
  con;nues	
  to	
  be	
  the	
  most	
  popular	
  ac;vity	
  among	
  day	
  visitors,	
  followed	
  by	
  

outdoor	
  ac;vi;es	
  and	
  res;ng,	
  relaxing,	
  and	
  unwinding.	
  	
  

53%	
  

34%	
   33%	
   31%	
  

25%	
   24%	
   24%	
  
20%	
  

11%	
   9%	
   7%	
  

63%	
  

36%	
   35%	
  
35%	
  

30%	
  
27%	
  

11%	
  

22%	
  

12%	
   10%	
   9%	
  

36%	
  
37%	
   37%	
  

26%	
  

15%	
  

22%	
  

62%	
  

18%	
  

11%	
  
8%	
  

4%	
  

31%	
  

10%	
   8%	
  

17%	
  

11%	
  

5%	
   3%	
  

11%	
  

5%	
  
2%	
   1%	
  

0%	
  

20%	
  

40%	
  

60%	
  

80%	
  

Shopping	
  
(NET)	
  

Outdoor	
  
ac;vi;es	
  
(NET)	
  

Res;ng,	
  
relaxing,	
  
unwinding	
  

Enjoying	
  the	
  
ocean	
  views	
  

Sightseeing	
   Driving	
  for	
  
pleasure	
  

Visi;ng	
  
family	
  and	
  
friends	
  

Searching	
  
for	
  local	
  
cuisine	
  or	
  
dining	
  hot	
  
spots	
  

Enjoying	
  the	
  
mountain	
  
views	
  

Trying	
  to	
  
find	
  the	
  best	
  
lobster	
  roll	
  

Exploring	
  
State	
  /	
  
Na;onal	
  
Parks	
  

	
  
	
  

Net	
  2010	
  (Base=1,796)	
  

Leisure	
  (Base=1,175)	
  

VFR	
  (Base=480)	
  

Business	
  (Base=141)	
  

Top	
  Trip	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  your	
  most	
  recent	
  trip	
  in	
  Maine?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

• Day	
  visitors	
  from	
  the	
  US	
  are	
  significantly	
  more	
  likely	
  than	
  day	
  
visitors	
  from	
  Canada	
  to	
  go	
  to	
  the	
  beach,	
  swim	
  outdoors	
  or	
  go	
  

kayaking.	
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Day	
  Visitor	
  Ac?vi?es	
  by	
  Trip	
  Type	
  -­‐	
  Con?nued	
  
Lower	
  U?lized	
  Trip	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  your	
  most	
  recent	
  trip	
  in	
  Maine?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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1%	
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2%	
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3%	
  

3%	
  

4%	
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5%	
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7%	
  

7%	
  

8%	
  

8%	
  

1%	
  

1%	
  

2%	
  

2%	
  

2%	
  

2%	
  

2%	
  

2%	
  

2%	
  

2%	
  

4%	
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5%	
  

5%	
  

7%	
  

7%	
  

0%	
   2%	
   4%	
   6%	
   8%	
   10%	
   12%	
   14%	
   16%	
   18%	
  

Other	
  

Car/	
  boat	
  shows	
  

AQending	
  operas	
  

AQending	
  popular	
  music	
  concerts	
  

Zoos	
  or	
  aquariums	
  

Botanical	
  gardens	
  

Nature	
  cruises	
  

Casino	
  gaming	
  

Visi;ng	
  art	
  museums	
  

AQending	
  sports	
  events	
  

AQending	
  plays/	
  musicals	
  

Amusement	
  park	
  

Taking	
  tours	
  of	
  communi;es	
  

AQending	
  fairs	
  or	
  fes;vals	
  

Nightlife/	
  evening	
  entertainment	
  

Visi;ng	
  historic	
  sites	
  

Viewing	
  fall	
  colors	
  

Wildlife	
  viewing	
  /	
  bird	
  watching	
  
	
  

	
  

Net	
  2010	
  (Base=1,796)	
   Leisure	
  (Base=1,175)	
   VFR	
  (Base=480)	
   Business	
  (Base=141)	
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Day	
  Visitor	
  Ac?vi?es	
  -­‐	
  Shopping	
  
•  Day	
  visitors	
  to	
  Maine	
  con;nued	
  to	
  take	
  advantage	
  of	
  Maine’s	
  shopping	
  opportuni;es	
  

with	
  a	
  focus	
  on	
  outlet	
  shopping	
  and	
  general	
  shopping	
  at	
  malls	
  and	
  downtown	
  areas.	
  

25%	
  
23%	
  

18%	
  

11%	
  

30%	
  
28%	
  

22%	
  

14%	
  
15%	
   15%	
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4%	
  

0%	
  

5%	
  

10%	
  

15%	
  

20%	
  

25%	
  

30%	
  

35%	
  

Outlet	
  shopping	
   General	
  shopping,	
  at	
  malls,	
  
downtown	
  

Shopping	
  for	
  gins	
  or	
  souveniers	
   Shopping	
  for	
  an;ques,	
  arts,	
  crans	
  

	
  
	
  

Net	
  2010	
  (Base=1,796)	
   Leisure	
  (Base=1,175)	
   VFR	
  (Base=480)	
   Business	
  (Base=141)	
  

Shopping	
  Trip	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  your	
  most	
  recent	
  trip	
  in	
  Maine?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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Day	
  Visitor	
  Ac?vi?es	
  –	
  Outdoor	
  Ac?vi?es	
  
•  Among	
  outdoor	
  ac;vi;es,	
  Maine	
  Day	
  visitors	
  enjoyed	
  going	
  to	
  the	
  beach	
  and	
  swimming,	
  

as	
  well	
  as	
  hiking	
  and	
  climbing.	
  	
  Canoeing	
  saw	
  a	
  decline	
  over	
  year	
  ago.	
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Motor	
  boa;ng	
  

Canoeing	
  

Lake,	
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  or	
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Kayaking	
  

Biking	
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Pool	
  swimming	
  

Hiking	
  or	
  climbing	
  

Outdoor	
  swimming	
  

Going	
  to	
  the	
  beach	
  

Net	
  2010	
  (Base=1,796)	
   Leisure	
  (Base=1,175)	
   VFR	
  (Base=480)	
   Business	
  (Base=141)	
  

Top	
  Outdoor	
  Trip	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  your	
  most	
  recent	
  trip	
  in	
  Maine?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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Day	
  Visitor	
  Ac?vi?es	
  –	
  Outdoor	
  Ac?vi?es	
  (Cont.)	
  

<1%	
  

<1%	
  

0%	
  

0%	
  

1%	
  

<1%	
  

<1%	
  

<1%	
  

0%	
  

<1%	
  

0%	
  

1%	
  

1%	
  

<1%	
  

<1%	
  

1%	
  

<1%	
  

<1%	
  

<1%	
  

<1%	
  

<1%	
  

<1%	
  

1%	
  

2%	
  

<1%	
  

1%	
  

1%	
  

1%	
  

<1%	
  

<1%	
  

<1%	
  

1%	
  

1%	
  

1%	
  

1%	
  

<1%	
  

1%	
  

1%	
  

<1%	
  

<1%	
  

<1%	
  

<1%	
  

1%	
  

<1%	
  

0%	
   1%	
   2%	
   3%	
   4%	
   5%	
   6%	
   7%	
   8%	
   9%	
   10%	
  

Sailing	
  

Ocean	
  fishing	
  

Snowmobiling	
  

Waterskiing/	
  jet	
  skiing	
  

Downhill	
  skiing/	
  snowboarding	
  

Riding	
  all	
  terrain	
  vehicles	
  

Snowshoeing	
  

Hun;ng	
  

Ice	
  fishing	
  

White	
  water	
  raning	
  

Cross	
  country	
  skiing	
  

Net	
  2010	
  (Base=1,796)	
  

Leisure	
  (Base=1,175)	
  

VFR	
  (Base=480)	
  

Business	
  (Base=141)	
  

Lower	
  U?lized	
  Outdoor	
  Trip	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  your	
  most	
  recent	
  trip	
  in	
  Maine?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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Highlight	
  of	
  Trip	
  to	
  Maine	
  
•  Day	
  visitors	
  to	
  Maine	
  con;nue	
  to	
  report	
  shopping,	
  quality	
  ;me	
  with	
  friends/family	
  and	
  

outdoor	
  ac;vi;es	
  as	
  highlights	
  of	
  their	
  trip.	
  Interes;ngly,	
  business	
  travelers	
  seem	
  to	
  
quite	
  enjoy	
  the	
  scenery	
  offered	
  by	
  a	
  Maine	
  business	
  trip.	
  

16%	
   15%	
   15%	
  
12%	
  

10%	
   9%	
  
7%	
  

5%	
   4%	
   3%	
   3%	
   3%	
  

8%	
  

21%	
  
18%	
  

11%	
   11%	
   10%	
  
8%	
  

5%	
   4%	
   4%	
   4%	
   3%	
  

41%	
  

5%	
  

11%	
   10%	
  
7%	
   8%	
  

4%	
  
6%	
  

4%	
  
2%	
   2%	
   2%	
  

4%	
   4%	
   5%	
  

24%	
  

5%	
  

10%	
  

2%	
   2%	
  

7%	
  

<1%	
   <1%	
   1%	
  
0%	
  

10%	
  

20%	
  

30%	
  

40%	
  

50%	
  

Quality	
  ;me	
  
with	
  

friends/	
  
family	
  

Shopping	
   Beaches	
   Scenery	
   Outdoor	
  
ac;vi;es	
  

Dining	
  out	
   Fairs/	
  
events	
  

Weather	
   Driving	
   Relaxa;on	
   Specific	
  
loca;on	
  
men;on	
  

Seafood	
  

	
  
	
  

Net	
  2010	
  (Base=1,796)	
   Leisure	
  (Base=1,175)	
   VFR	
  (Base=480)	
   Business	
  (Base=141)	
  

Highlight	
  of	
  Day	
  Trip	
  to	
  Maine	
  

Day	
  Q16.	
  	
  What	
  was	
  the	
  highlight	
  of	
  your	
  day	
  trip	
  in	
  Maine?	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

• Day	
  visitors	
  from	
  the	
  US	
  are	
  significantly	
  more	
  likely	
  than	
  day	
  
visitors	
  from	
  Canada	
  to	
  report	
  that	
  quality	
  ;me	
  with	
  family	
  
and	
  friends,	
  beaches,	
  scenery,	
  outdoor	
  ac;vi;es	
  or	
  fairs	
  were	
  

the	
  highlight	
  of	
  their	
  trip	
  to	
  Maine.	
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What	
  Could	
  Have	
  Been	
  Beker	
  on	
  Trip	
  to	
  Maine	
  
•  As	
  was	
  seen	
  with	
  overnight	
  visitors,	
  2010	
  day	
  visitors	
  were	
  significantly	
  less	
  likely	
  to	
  

complain	
  about	
  the	
  weather	
  as	
  compared	
  to	
  2009.	
  Addi;onally,	
  there	
  were	
  more	
  
men;ons	
  of	
  ‘not	
  much’	
  in	
  2010	
  than	
  were	
  seen	
  in	
  2009.	
  

1%	
  

1%	
  

<1%	
  

2%	
  

7%	
  

2%	
  

3%	
  

2%	
  

5%	
  

19%	
  

1%	
  

4%	
  

<1%	
  

3%	
  

4%	
  

5%	
  

7%	
  

6%	
  

9%	
  

14%	
  

2%	
  

2%	
  

2%	
  

1%	
  

1%	
  

4%	
  

7%	
  

8%	
  

10%	
  

15%	
  

2%	
  

2%	
  

2%	
  

2%	
  

3%	
  

4%	
  

7%	
  

7%	
  

10%	
  

15%	
  

0%	
   2%	
   4%	
   6%	
   8%	
   10%	
   12%	
   14%	
   16%	
   18%	
   20%	
  

Shopping	
  

Less	
  driving	
  ;me	
  

Limited	
  parking	
  

Lower	
  taxes	
  

Road	
  men;ons	
  

Less	
  traffic	
  

BeQer	
  dining	
  

Not	
  much	
  

BeQer	
  weather	
  

More	
  ;me	
  to	
  spend	
  
	
  

	
  

Net	
  2010	
  (Base=1,796)	
  

Leisure	
  (Base=1,175)	
  

VFR	
  (Base=480)	
  

Business	
  (Base=141)	
  

What	
  Could	
  Have	
  Been	
  Beker	
  on	
  
Day	
  Trip	
  to	
  Maine	
  

Day	
  Q17.	
  	
  What	
  do	
  you	
  wish	
  could	
  have	
  been	
  befer	
  on	
  this	
  trip	
  in	
  Maine?	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

• Day	
  visitors	
  from	
  New	
  Hampshire	
  were	
  
significantly	
  more	
  likely	
  than	
  those	
  from	
  
Maine,	
  Vermont	
  or	
  Canada	
  to	
  report	
  that	
  
the	
  dining	
  op;ons	
  could	
  have	
  been	
  beQer	
  
during	
  their	
  day	
  trip	
  (10%	
  NH	
  v.	
  5%	
  ME,	
  

2%	
  VT	
  &	
  4%	
  CA).	
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Day	
  Visitor	
  Comparison	
  of	
  Maine	
  to	
  Other	
  
Des?na?ons	
  
•  Day	
  visitors	
  con;nue	
  to	
  see	
  Maine’s	
  strength	
  as	
  a	
  des;na;on,	
  ra;ng	
  par;cularly	
  well	
  the	
  

overall	
  experience	
  and	
  friendliness	
  of	
  the	
  people.	
  

78%	
  
74%	
  

63%	
   61%	
   60%	
  
55%	
  

51%	
  

38%	
  

80%	
  
75%	
  

66%	
   64%	
   63%	
  
56%	
   54%	
  

39%	
  

76%	
  
70%	
  

57%	
  
53%	
   54%	
  

51%	
  
46%	
  

34%	
  

73%	
   71%	
  

60%	
  
64%	
  

49%	
   51%	
  
44%	
  

40%	
  

0%	
  

10%	
  

20%	
  

30%	
  

40%	
  

50%	
  

60%	
  

70%	
  

80%	
  

90%	
  

Overall	
  
experience	
  

Friendliness	
  of	
  
people	
  

Customer	
  service	
  
quality	
  

Value	
  for	
  the	
  
money	
  

Variety	
  of	
  
ac;vi;es	
  

Dining	
  quality	
   Family	
  dining	
  
availability	
  

Fine	
  dining	
  
availability	
  

	
  
	
  

Net	
  2010	
  (Base=1,796)	
   Leisure	
  (Base=1,175)	
   VFR	
  (Base=480)	
   Business	
  (Base=141)	
  

Top	
  Two	
  Box	
  Summary:	
  
Maine	
  was	
  one	
  of	
  the	
  best/beker	
  than	
  most	
  

Day	
  Q13.	
  Using	
  the	
  scale	
  provided	
  in	
  the	
  table	
  below,	
  please	
  evaluate	
  your	
  day	
  trip	
  in	
  Maine	
  as	
  compared	
  to	
  other	
  desCnaCons	
  you’ve	
  
visited.	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

• Day	
  visitors	
  without	
  children	
  were	
  significantly	
  
more	
  likely	
  than	
  day	
  visitors	
  with	
  children	
  to	
  

report	
  that	
  the	
  overall	
  experience	
  of	
  their	
  trip	
  to	
  
Maine	
  was	
  one	
  of	
  the	
  best	
  or	
  beQer	
  than	
  most	
  

other	
  des;na;ons	
  (81%	
  v.	
  70%).	
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77%	
  

69%	
   67%	
  

59%	
   58%	
   56%	
   56%	
  
52%	
   50%	
  

50%	
  

46%	
   45%	
  
45%	
  

75%	
  

67%	
   65%	
  

56%	
  

60%	
  
55%	
   59%	
   52%	
   52%	
  

49%	
   48%	
  

44%	
  
44%	
  

82%	
  

72%	
   72%	
  

64%	
  

56%	
   56%	
  

49%	
   50%	
  
47%	
  

52%	
  

44%	
  
45%	
  

45%	
  

77%	
  

68%	
  
65%	
   65%	
  

54%	
  

64%	
  
58%	
   58%	
  

48%	
   48%	
  

40%	
  

51%	
   51%	
  

0%	
  

10%	
  

20%	
  

30%	
  

40%	
  

50%	
  

60%	
  

70%	
  

80%	
  

90%	
  

Beau;ful	
  
scenery	
  

Fresh	
  air	
   Great	
  place	
  
to	
  relax	
  

Clean	
  water	
   Place	
  for	
  a	
  
quick	
  

getaway	
  

Great	
  
summer	
  
outdoor	
  
recrea;on	
  

Good	
  food	
   Great	
  family	
  
vaca;on	
  

des;na;on	
  

Place	
  to	
  
escape	
  
rou;ne	
  

Clean	
  
beaches	
  

Great	
  
beaches	
  

Lots	
  of	
  
wildlife	
  

Unspoiled	
  
Environment	
  

	
  
	
  

Net	
  2010	
  (Base=1,796)	
   Leisure	
  (Base=1,175)	
   VFR	
  (Base=480)	
   Business	
  (Base=141)	
  

Phrases	
  that	
  Best	
  Describe	
  Maine	
  -­‐	
  Day	
  Visitors	
  
•  The	
  only	
  sta;s;cally	
  significant	
  year-­‐over-­‐year	
  changes	
  in	
  the	
  top	
  phrases	
  used	
  to	
  

describe	
  Maine	
  by	
  day	
  visitors	
  were	
  an	
  increase	
  in	
  the	
  percent	
  of	
  business	
  travelers	
  who	
  
reported	
  that	
  Maine	
  is	
  a	
  great	
  place	
  to	
  relax,	
  with	
  clean	
  water	
  and	
  great	
  summer	
  
outdoor	
  recrea;on.	
  This	
  hints	
  at	
  an	
  increased	
  willingness	
  among	
  business	
  travelers	
  to	
  
enjoy	
  their	
  surroundings.	
  	
  

Day	
  Q15.	
  From	
  the	
  list	
  below,	
  please	
  select	
  the	
  phrases	
  that	
  you	
  feel	
  best	
  describe	
  Maine	
  as	
  a	
  vacaCon	
  desCnaCon.	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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Best	
  Describe	
  Maine	
  



Phrases	
  that	
  Best	
  Describe	
  Maine	
  –	
  Day	
  Visitors	
  	
  
•  Similar	
  to	
  prior	
  years,	
  the	
  phrases	
  noted	
  below	
  are	
  not	
  greatly	
  aQributed	
  by	
  day	
  visitors	
  

to	
  Maine.	
  As	
  the	
  data	
  below	
  shows,	
  only	
  a	
  very	
  small	
  percentage	
  of	
  day	
  visitors	
  consider	
  
Maine	
  to	
  be	
  too	
  primi;ve,	
  boring,	
  or	
  believe	
  that	
  there	
  is	
  not	
  enough	
  to	
  do	
  in	
  the	
  state.	
  	
  
However,	
  only	
  a	
  quarter	
  associate	
  the	
  state	
  for	
  a	
  roman;c	
  getaway	
  and	
  only	
  one-­‐in-­‐five	
  
see	
  it	
  for	
  fine	
  dining.	
  

24%	
  
20%	
   18%	
   16%	
   16%	
   12%	
  

5%	
   4%	
   2%	
   1%	
  

24%	
   20%	
  

19%	
   16%	
  
17%	
  

12%	
  

5%	
   3%	
   1%	
   1%	
  

19%	
   19%	
   17%	
   15%	
  
12%	
  

14%	
  

5%	
   6%	
  
3%	
   1%	
  

31%	
  
25%	
  

13%	
  
18%	
  

21%	
  
15%	
  

6%	
   4%	
   2%	
   2%	
  

0%	
  

10%	
  

20%	
  

30%	
  

40%	
  

50%	
  

60%	
  

70%	
  

80%	
  

90%	
  

Roman;c	
  
getaway	
  

Fine	
  dining	
   Place	
  I	
  long	
  to	
  
go	
  

Interes;ng	
  
cultural	
  
ac;vi;es	
  

High	
  quality	
  
lodging	
  

Cold	
   Exci;ng	
  
nightlife	
  and	
  
entertainment	
  

Not	
  enough	
  to	
  
do	
  

Boring	
   Too	
  primi;ve	
  

	
  
	
  

Net	
  2010	
  (Base=1,796)	
   Leisure	
  (Base=1,175)	
   VFR	
  (Base=480)	
   Business	
  (Base=141)	
  

Day	
  Q15.	
  From	
  the	
  list	
  below,	
  please	
  select	
  the	
  phrases	
  that	
  you	
  feel	
  best	
  describe	
  Maine	
  as	
  a	
  vacaCon	
  desCnaCon.	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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Best	
  Describe	
  Maine	
  –	
  Lower	
  Akributes	
  



Key Visitor Metrics 



Overnight	
  &	
  Day	
  Visitor	
  Spending	
  
•  Overall,	
  per	
  trip	
  spending	
  stayed	
  rela;vely	
  level	
  with	
  that	
  seen	
  in	
  2009.	
  	
  	
  

•  Overnight	
  business	
  travelers	
  spent	
  more	
  per	
  trip	
  in	
  2010	
  than	
  in	
  prior	
  years	
  in	
  all	
  categories	
  
except	
  recrea;on,	
  while	
  business	
  day	
  travelers	
  actually	
  spent	
  	
  somewhat	
  less	
  on	
  food	
  as	
  
compared	
  to	
  2009.	
  

2010	
  Annual	
  Report	
  

2010	
  Overnight	
  Travel	
  Spending	
  

Leisure	
   VFR	
   Business	
  

Net	
  Spending	
   $788	
   $352	
   $703	
  

Spending	
  by	
  Category:	
  

Lodging*	
   $260	
   $60	
   $300	
  

Transporta;on*	
   $87	
   $75	
   $90	
  

Food*	
   $200	
   $100	
   $150	
  

Retail	
  Goods**	
   $192	
   $87	
   $134	
  

Recrea;on**	
  	
   $49	
   $30	
   $29	
  

2010	
  Day	
  Travel	
  Spending	
  

Leisure	
   VFR	
   Business	
  

Net	
  Spending	
   $203	
   $141	
   $100	
  

Spending	
  by	
  Category:	
  

Lodging*	
   NA	
   NA	
   NA	
  

Transporta;on*	
   $33	
   $39	
   $32	
  

Food*	
   $50	
   $50	
   $20	
  

Retail	
  Goods**	
   $104	
   $42	
   $39	
  

Recrea;on**	
  	
   $16	
   $10	
   $9	
  

*Medians	
  include	
  zero	
  without	
  outliers	
  
**	
  Means	
  including	
  zero	
  without	
  outliers	
  
Regional	
  Q33	
  &	
  Day	
  Q14.	
  Please	
  tell	
  us	
  the	
  amount	
  of	
  money	
  you	
  and	
  your	
  immediate	
  travel	
  party	
  spent	
  on	
  this	
  trip	
  in	
  Maine	
  in	
  each	
  of	
  
the	
  following	
  categories	
  below.	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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Likelihood	
  to	
  Recommend	
  Maine	
  
•  Likelihood	
  to	
  recommend	
  Maine	
  is	
  strong	
  among	
  visitors.	
  
•  There	
  were	
  no	
  significant	
  year-­‐over-­‐year	
  changes	
  in	
  the	
  percentage	
  of	
  overnight	
  or	
  day	
  

visitors	
  to	
  Maine	
  who	
  reported	
  that	
  they	
  would	
  recommend	
  Maine	
  as	
  a	
  vaca;on	
  
des;na;on	
  to	
  friends	
  or	
  rela;ves.	
  

69%	
   66%	
   69%	
  
76%	
   77%	
   77%	
  

24%	
   26%	
   24%	
  
18%	
   19%	
   18%	
  

5%	
   6%	
   7%	
   4%	
   3%	
   4%	
  1%	
   1%	
   1%	
   1%	
   <1%	
   <1%	
  
<0.5%	
   <0.5%	
   <0.5%	
   1%	
   <1%	
   <1%	
  

Net	
  2008	
  (Base=3,320)	
   Net	
  2009	
  (Base=3,057)	
   Net	
  2010	
  (Base=2,992)	
   Net	
  2008	
  (Base=1,890)	
   Net	
  2009	
  (Base=1,945)	
   Net	
  2010	
  (Base=1,796)	
  

Definitely	
  will	
  not	
  
Probably	
  will	
  not	
  
Might	
  or	
  might	
  not	
  
Probably	
  will	
  
Definitely	
  will	
  

Regional	
  Q38,	
  Day	
  Q19b.	
  	
  How	
  likely	
  will	
  you	
  be	
  to	
  recommend	
  Maine	
  as	
  a	
  vacaCon	
  desCnaCon	
  to	
  friends	
  or	
  relaCves?	
  	
  
	
  

  

Overnight	
   Day	
  

2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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Future	
  Travel	
  in	
  Maine	
  
•  There	
  was	
  also	
  sta;s;cal	
  year-­‐over-­‐year	
  stability	
  in	
  the	
  percentage	
  of	
  overnight	
  and	
  day	
  

visitors	
  to	
  Maine	
  who	
  reported	
  that	
  they	
  were	
  likely	
  to	
  come	
  back	
  to	
  Maine	
  again	
  in	
  the	
  
future.	
  	
  This	
  bodes	
  well	
  for	
  con;nued	
  repeat	
  visita;on	
  to	
  the	
  state.	
  	
  

76%	
   74%	
   76%	
  
89%	
   89%	
   90%	
  

18%	
   19%	
   18%	
  

8%	
   8%	
   7%	
  
5%	
   6%	
   5%	
   2%	
   2%	
   2%	
  1%	
   1%	
   1%	
   <1%	
   1%	
   1%	
  
<1%	
   <1%	
  

<1%	
   <1%	
   <1%	
  
1%	
  

Net	
  2008	
  (Base=3,320)	
   Net	
  2009	
  (Base=3,057)	
   Net	
  2010	
  (Base=2,992)	
   Net	
  2008	
  (Base=1,890)	
   Net	
  2009	
  (Base=1,945)	
   Net	
  2010	
  (Base=1,796)	
  

Future	
  Travel	
  in	
  Maine	
  

Definitely	
  will	
  not	
  
Probably	
  will	
  not	
  
Might	
  or	
  might	
  not	
  
Probably	
  will	
  
Definitely	
  will	
  

Regional	
  Q37,	
  Day	
  Q19.	
  	
  How	
  likely	
  will	
  you	
  be	
  to	
  travel	
  in	
  Maine	
  in	
  the	
  future/take	
  a	
  day	
  
	
  trip	
  in	
  Maine	
  in	
  the	
  future?	
  	
  
	
  

  

Overnight	
   Day	
  

2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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1st Time Visitors 



Overnight	
  Leisure	
  Visitor	
  Demographics:	
  
1st	
  Time	
  Visitors	
  
•  First	
  ;me	
  visitors	
  skew	
  younger	
  and	
  importantly	
  take	
  longer	
  visits	
  than	
  those	
  who	
  have	
  

visited	
  Maine	
  on	
  a	
  repeat	
  basis.	
  	
  However,	
  both	
  first	
  ;me	
  and	
  repeat	
  visitors	
  are	
  similar	
  
on	
  other	
  demographic	
  criteria	
  such	
  as	
  income	
  or	
  marital	
  status.	
  	
  	
  

	
  

  2010	
  Annual	
  Report	
  

2010	
  

1st	
  Time	
  
(Base=498)	
  

Repeat	
  
(Base=2,494)	
  

Mean	
  Age	
   37.6	
   <45.5>	
  

<	
  35	
   <46%>	
   29%	
  

35	
  -­‐	
  44	
   <25%>	
   18%	
  

45	
  -­‐	
  54	
   15%	
   <22%>	
  

55	
  +	
   14%	
   <31%>	
  

Mean	
  Income	
   $99,140	
   $105,690	
  

<	
  $50,000	
   17%	
   13%	
  

$50,000	
  -­‐	
  $99,000	
   38%	
   35%	
  

$100,000	
  +	
   32%	
   37%	
  

Female	
   48%	
   46%	
  

College	
  Degree	
  or	
  Higher	
   76%	
   78%	
  

Married	
   51%	
   56%	
  

Employed	
  Full	
  Time	
   63%	
   65%	
  

Length	
  of	
  Stay	
   <4.3>	
   3.5	
  

<>	
  notes	
  significant	
  difference	
  at	
  95%	
  confidence	
  level 
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Travel	
  Pakerns	
  Among	
  Maine	
  Overnight	
  Visitors	
  
•  In	
  addi;on	
  to	
  traveling	
  to	
  Maine,	
  1st	
  ;me	
  visitors	
  to	
  Maine	
  are	
  more	
  likely	
  to	
  have	
  

recently	
  traveled	
  across	
  all	
  trip	
  types	
  (leisure,	
  VFR,	
  business),	
  sugges;ng	
  they	
  are	
  
knowledgeable	
  travelers.	
  

<89%>	
  

<80%>	
  

<54%>	
  

73%	
  
69%	
  

38%	
  

Leisure	
   VFR	
   Business	
  

1st	
  Time	
  Visitors	
  (Base=498)	
   Repeat	
  Visitors	
  (Base=2,494)	
  

Regional	
  Q2.	
  	
  During	
  the	
  past	
  four	
  weeks,	
  how	
  many	
  Cmes	
  have	
  you	
  taken	
  a	
  trip	
  within	
  the	
  United	
  States	
  or	
  Canada	
  on	
  which	
  you	
  spent	
  
at	
  least	
  one	
  night	
  away	
  from	
  home	
  for	
  either	
  business,	
  visiCng	
  friends/relaCves,	
  or	
  leisure?	
  
	
  

2010	
  Annual	
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%	
  Taken	
  Trip	
  (by	
  Trip	
  Type)	
  



Trip	
  Planning	
  Sources	
  –	
  1st	
  Time	
  Visitors	
  

<72%>	
  

47%	
  

<32%>	
  

18%	
  

<17%>	
  

12%	
  

11%	
  

<13%>	
  

<9%>	
  

5%	
  

3%	
  

65%	
  

41%	
  

17%	
  

13%	
  

8%	
  

8%	
  

6%	
  

5%	
  

4%	
  

3%	
  

11%	
  

Internet	
  

Friends	
  /	
  Rela;ves	
  

AAA	
  

Travel	
  guides	
  

Travel	
  books	
  

Travel	
  magazines	
  

Ar;cles	
  /	
  Travelogues	
  

Travel	
  Agent	
  

Local	
  CVB	
  

Local	
  Chambers	
  

Other	
  

1st	
  ;me	
  Visitors	
  (Base=498)	
   Repeat	
  Visitors	
  (Base=2,494)	
  

•  First	
  ;me	
  visitors	
  are	
  much	
  more	
  ac;ve	
  in	
  using	
  sources	
  to	
  help	
  plan	
  their	
  overnight	
  
trips	
  to	
  Maine,	
  spending	
  ;me	
  on	
  the	
  Internet,	
  contac;ng	
  AAA,	
  reading	
  travel	
  books,	
  
talking	
  with	
  travel	
  agents	
  and	
  contac;ng	
  local	
  CVBs.	
  

	
  

Regional	
  Q17.	
  When	
  you	
  were	
  planning	
  this	
  recent	
  trip	
  in	
  Maine,	
  which	
  of	
  the	
  following	
  sources	
  did	
  you	
  use?	
  	
  
	
  

  
2010	
  Annual	
  Report	
  

<>	
  notes	
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  difference	
  at	
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•  Importantly,	
  1st	
  ;me	
  visitors	
  are	
  more	
  likely	
  than	
  repeat	
  visitors	
  to	
  have	
  visited	
  the	
  state	
  
tourism	
  website	
  (VisitMaine.com)	
  while	
  planning	
  their	
  first	
  trip	
  to	
  Maine.	
  AAA	
  is	
  
another	
  source	
  more	
  likely	
  to	
  be	
  used	
  by	
  first	
  ;me	
  visitors,	
  while	
  repeat	
  visitors	
  are	
  
more	
  likely	
  to	
  head	
  straight	
  to	
  the	
  website	
  of	
  an	
  accommoda;on.	
  	
  

<49%>	
  

46%	
  

40%	
  

<32%>	
  

20%	
  

14%	
  

13%	
  

12%	
  

11%	
  

8%	
  

30%	
  

41%	
  

39%	
  

22%	
  

17%	
  

<25%>	
  

9%	
  

9%	
  

9%	
  

9%	
  

VisitMaine.com	
  

Search	
  engine	
  

Maine	
  region	
  site	
  (Net)	
  

AAA	
  

Booking	
  site	
  

Accommoda;on	
  site	
  

Airline	
  sites	
  

Travel	
  blogs	
  

Chamber	
  sites	
  

DiscoverNewEngland.com	
  

1st	
  ;me	
  Visitors	
  (Base=361)	
   Repeat	
  Visitors	
  (Base=1,625)	
  

Online	
  Trip	
  Planning	
  Sources	
  –	
  1st	
  Time	
  Visitors	
  

Regional	
  Q18.	
  Which	
  of	
  the	
  following	
  web	
  sites	
  did	
  you	
  visit	
  when	
  planning	
  this	
  trip	
  in	
  Maine?	
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•  Perhaps	
  due	
  to	
  having	
  less	
  familiarity	
  with	
  the	
  state	
  of	
  Maine,	
  1st	
  ;me	
  visitors	
  are	
  more	
  
likely	
  to	
  con;nue	
  to	
  research	
  places	
  to	
  go	
  and	
  things	
  to	
  do	
  in	
  the	
  midst	
  of	
  their	
  visit.	
  	
  
This	
  includes	
  u;lizing	
  a	
  variety	
  of	
  techniques	
  to	
  conduct	
  research,	
  from	
  picking	
  up	
  hard	
  
copy	
  materials	
  and	
  visi;ng	
  tourism	
  informa;on	
  centers	
  to	
  using	
  their	
  laptops	
  and	
  
mobile	
  devices	
  to	
  gather	
  informa;on	
  electronically.	
  

Trip	
  Research	
  While	
  in	
  Maine	
  –	
  1st	
  Time	
  Visitors	
  

<81%>	
  

<39%>	
  

<35%>	
  

<31%>	
  

<22%>	
  

55%	
  

27%	
  

22%	
  

20%	
  

10%	
  

Any	
  research	
  (Net)	
  

Picked	
  up	
  materials	
  on	
  local	
  
aQrac;ons	
  

Brought	
  laptop	
  to	
  research	
  area	
  

Used	
  mobile	
  device	
  

Visited	
  local	
  tourism	
  info	
  center	
  

1st	
  ;me	
  Visitors	
  (Base=498)	
   Repeat	
  Visitors	
  (Base=2,494)	
  

Regional	
  Q31d.	
  Once	
  you	
  arrived	
  in	
  Maine	
  did	
  you	
  conCnue	
  to	
  research	
  places	
  to	
  go	
  and	
  things	
  to	
  do	
  during	
  your	
  visit	
  using	
  any	
  of	
  the	
  following?	
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Travel	
  Party	
  Size	
  and	
  Composi?on	
  

2.65	
  	
   2.53	
  	
  
2.67	
  	
   2.61	
  	
  

0.00	
  

0.50	
  

1.00	
  

1.50	
  

2.00	
  

2.50	
  

3.00	
  

3.50	
  

4.00	
  

2009	
   2010	
  

1st	
  ;me	
  Visitor	
   Repeat	
  Visitor	
  

•  Travel	
  party	
  composi;on	
  is	
  similar	
  between	
  1st	
  ;me	
  and	
  repeat	
  visitors.	
  

Regional	
  Q24.	
  	
  Including	
  yourself	
  and	
  any	
  children,	
  how	
  many	
  people	
  were	
  in	
  your	
  immediate	
  travel	
  party	
  on	
  this	
  specific	
  trip	
  to	
  Maine?	
  
Regional	
  Q25.	
  	
  How	
  many	
  of	
  these	
  people	
  were:	
  Children?	
  

  

28%	
  

23%	
  

26%	
  

21%	
  

0%	
  

10%	
  

20%	
  

30%	
  

40%	
  

2009	
   2010	
  

1st	
  ;me	
  Visitor	
   Repeat	
  Visitor	
  

Number	
  of	
  People	
  in	
  Travel	
  Party	
   Percent	
  Traveling	
  with	
  Children	
  

2010	
  Annual	
  Report	
  

n=437	
   n=2,620	
   n=498	
   n=2,494	
   n=437	
   n=2,620	
   n=498	
   n=2,494	
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<1%	
  

2%	
  

2%	
  

2%	
  

4%	
  

6%	
  

2%	
  

<1%	
  

<7%>	
  

1%	
  

3%	
  

<9%>	
  

0%	
  

1%	
  

0%	
   10%	
   20%	
   30%	
  

Nova	
  Sco;a	
  

Maryland	
  

Rhode	
  Island	
  

Delaware	
  

Pennsylvania	
  

New	
  Brunswick	
  

Vermont	
  

1st	
  Time	
  Visitors	
  (Base=498)	
   Repeat	
  Visitors	
  (Base=2,494)	
  

7%	
  

<6%>	
  

6%	
  

4%	
  

6%	
  

17%	
  

<23%>	
  

<16%>	
  

1%	
  

<12%>	
  

2%	
  

4%	
  

<36%>	
  

5%	
  

0%	
   10%	
   20%	
   30%	
   40%	
  

New	
  Jersey	
  

New	
  Hampshire	
  

Ontario	
  

Quebec	
  

Connec;cut	
  

New	
  York	
  

MassachuseQs	
  

Overnight	
  Leisure	
  Visitor	
  Residence:	
  	
  
1st	
  Time	
  Visitors	
  
	
  •  Not	
  surprisingly,	
  first	
  ;me	
  visitors	
  to	
  Maine	
  are	
  more	
  likely	
  to	
  come	
  from	
  the	
  mid-­‐

Atlan;c	
  states	
  as	
  opposed	
  to	
  closer	
  in	
  New	
  England	
  states.	
  	
  Importantly,	
  many	
  1st	
  ;me	
  
visitors	
  come	
  from	
  Canada,	
  and	
  in	
  par;cular,	
  the	
  Ontario	
  province.	
  

State/Province	
  of	
  residence.	
  	
  

  
2010	
  Annual	
  Report	
  

Base:	
  People	
  who	
  Live	
  in	
  New	
  England,	
  NJ,	
  NY,	
  PA,	
  DE,	
  MD,	
  DC,	
  and	
  Eastern	
  Canada	
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3%	
  

3%	
  

<6%>	
  

<8%>	
  

<9%>	
  

6%	
  

<10%>	
  

1%	
  

5%	
  

1%	
  

<29%>	
  

3%	
  

<1%	
  

2%	
  

3%	
  

4%	
  

5%	
  

5%	
  

<6%>	
  

8%	
  

<13%>	
  

15%	
  

Good	
  aQrac;ons	
  

I	
  live	
  here	
  

Shopping	
  

Love	
  the	
  state	
  

Beach	
  /	
  Ocean	
  /	
  Lake	
  /	
  Coast	
  

Beau;ful	
  

Close	
  to	
  home	
  

Recommenda;ons	
  

Good	
  food	
  

Unique	
  Place	
  

Friends	
  or	
  rela;ves	
  live	
  here	
  /	
  Familiar	
  

Reasons	
  for	
  Selec?ng	
  Maine	
  
Overnight	
  Visitors	
  

1st	
  Time	
  Visitors	
  (Base=498)	
  

Repeat	
  Visitors	
  (Base=2,494)	
  

Reasons	
  for	
  Selec?ng	
  Maine	
  -­‐	
  1st	
  Time	
  Visitors	
  
•  While	
  repeat	
  visitors	
  are	
  likely	
  to	
  visit	
  Maine	
  due	
  to	
  their	
  familiarity	
  with	
  the	
  state	
  or	
  to	
  

visit	
  friends	
  or	
  rela;ves,	
  this	
  is	
  also	
  a	
  draw	
  for	
  many	
  1st	
  ;me	
  visitors	
  as	
  well.	
  However,	
  
1st	
  ;me	
  visitors	
  are	
  also	
  likely	
  to	
  visit	
  because	
  they	
  feel	
  that	
  Maine	
  has	
  something	
  
unique,	
  has	
  good	
  food	
  to	
  offer,	
  or	
  because	
  they	
  are	
  responding	
  to	
  the	
  
recommenda;ons	
  of	
  others.	
  

Regional	
  Q16.	
  	
  Thinking	
  about	
  all	
  the	
  places	
  you	
  could	
  have	
  chosen	
  to	
  visit	
  on	
  this	
  trip,	
  why	
  did	
  you	
  choose	
  Maine?	
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Overnight	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
1st	
  Time	
  Visitors	
  
•  Less	
  likely	
  to	
  spend	
  ;me	
  in	
  Maine	
  shopping	
  or	
  visi;ng	
  friends	
  and	
  family,	
  1st	
  ;me	
  

visitors	
  travel	
  to	
  Maine	
  to	
  relax,	
  enjoy	
  the	
  mountain	
  views,	
  and	
  visit	
  cultural	
  sites	
  such	
  
as	
  museums,	
  historical	
  sites,	
  gardens,	
  zoos	
  or	
  aquariums.	
  

•  Repeat	
  visitors	
  are	
  more	
  likely	
  to	
  visit	
  Maine	
  beaches.	
  

50%	
  

59%	
  

44%	
  

32%	
  
37%	
  

29%	
  

23%	
  

<30%>	
  

18%	
   <19%>	
  

<7%>	
   <7%>	
  

<59%>	
  

53%	
  
50%	
  

<42%>	
  

32%	
   30%	
  
27%	
  

21%	
  

34%	
  

13%	
  

3%	
   3%	
  

0%	
  

20%	
  

40%	
  

60%	
  

80%	
  

Shopping	
  (NET)	
   Outdoor	
  
ac;vi;es	
  (NET)	
  

Res;ng,	
  relaxing	
   Enjoying	
  the	
  
Ocean	
  Views	
  

Sightseeing	
   Driving	
  for	
  
pleasure	
  

Searching	
  for	
  
local	
  cuisine	
  

Enjoying	
  the	
  
Mountain	
  Views	
  

Visi;ng	
  friends	
  
and	
  family	
  

Visi;ng	
  historic	
  
sites/museums	
  

Botanical	
  
Gardens	
  

Zoos	
  or	
  
aquariums	
  

	
  
	
  

1st	
  Time	
  Visitors	
  (Base=498)	
   Repeat	
  Visitors	
  (Base=2,494)	
  

Top	
  Trip	
  Ac?vi?es	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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Primary	
  Region	
  of	
  Visit	
  to	
  Maine	
  -­‐	
  	
  
1st	
  Time	
  Visitors	
  

2%	
  

6%	
  

<17%>	
  

10%	
  

<24%>	
  

13%	
  

10%	
  

16%	
  

4%	
  

5%	
  

10%	
  

11%	
  

12%	
  

13%	
  

<16%>	
  

<27%>	
  

0%	
   10%	
   20%	
   30%	
   40%	
  

Aroostook	
  

Kennebec	
  and	
  Moose	
  River	
  Valley	
  

Greater	
  Portland	
  

Lakes	
  and	
  Mountains	
  

The	
  Maine	
  Beaches	
  

Mid-­‐Coast	
  

Maine	
  Highlands	
  

Downeast	
  &	
  Acadia	
  

1st	
  ;me	
  Visitors	
  (Base=498)	
   Repeat	
  Visitors	
  (Base=2,494)	
  

•  While	
  1st	
  ;me	
  visitors	
  are	
  traveling	
  to	
  a	
  number	
  of	
  regions	
  within	
  Maine,	
  they	
  are	
  more	
  
likely	
  than	
  repeat	
  visitors	
  to	
  visit	
  the	
  Downeast	
  &	
  Acadia	
  region	
  as	
  well	
  as	
  the	
  Maine	
  
Highlands.	
  	
  First	
  ;me	
  visitors	
  are	
  somewhat	
  less	
  likely	
  to	
  be	
  visi;ng	
  the	
  Maine	
  Beaches	
  
or	
  the	
  Greater	
  Portland	
  area	
  as	
  their	
  primary	
  region.	
  

Regional	
  Q28.	
  What	
  region	
  in	
  Maine	
  was	
  your	
  primary	
  desCnaCon?	
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Paid	
  Accommoda?ons	
  While	
  in	
  Maine	
  
	
  

<1%	
  

2%	
  

2%	
  

6%	
  

5%	
  

46%	
  

61%	
  

0%	
  

4%	
  

1%	
  

9%	
  

6%	
  

46%	
  

67%	
  

0%	
   10%	
   20%	
   30%	
   40%	
   50%	
   60%	
   70%	
   80%	
  

Spor;ng	
  camp	
  

Tent	
  campground	
  

RV	
  campground	
  

Inn	
  /	
  B&B	
  

Rented	
  Cabin	
  /	
  CoQage	
  /	
  Vaca.	
  home	
  

Hotel	
  /	
  Motel	
  /	
  Resort	
  

Net:	
  Paid	
  Accommoda;ons	
  

1st	
  ;me	
  Visitors	
  (Base=498)	
   Repeat	
  Visitors	
  (Base=2,494)	
  

•  First	
  ;me	
  and	
  repeat	
  visitors	
  have	
  similar	
  paQerns	
  in	
  the	
  types	
  of	
  paid	
  accommoda;ons	
  
they	
  stay	
  in.	
  

Regional	
  Q27.	
  In	
  which	
  of	
  the	
  following	
  types	
  of	
  accommodaCons	
  did	
  you	
  spend	
  the	
  most	
  nights	
  on	
  this	
  trip	
  to	
  Maine?	
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Unpaid	
  Accommoda?ons	
  While	
  in	
  Maine	
  
	
  

3%	
  

1%	
  

1%	
  

7%	
  

<27%>	
  

39%	
  

4%	
  

3%	
  

<4%>	
  

6%	
  

15%	
  

33%	
  

0%	
   5%	
   10%	
   15%	
   20%	
   25%	
   30%	
   35%	
   40%	
   45%	
  

Other	
  

Wilderness	
  camping	
  

Free	
  campground	
  

Second	
  home	
  /	
  cabin	
  /	
  coQage	
  

Friend	
  /	
  Rela;ve	
  /	
  Assoc.	
  Home	
  

Net:	
  Unpaid	
  Accommoda;ons	
  

1st	
  ;me	
  Visitors	
  (Base=498)	
   Repeat	
  Visitors	
  (Base=2,494)	
  

•  First	
  ;me	
  visitors	
  to	
  Maine	
  are	
  less	
  likely	
  than	
  repeat	
  visitors	
  to	
  be	
  able	
  to	
  stay	
  in	
  the	
  
home	
  of	
  a	
  friend,	
  rela;ve	
  or	
  associate.	
  	
  They	
  are	
  somewhat	
  more	
  likely	
  to	
  stay	
  in	
  a	
  free	
  
campground.	
  

Regional	
  Q27.	
  In	
  which	
  of	
  the	
  following	
  types	
  of	
  accommodaCons	
  did	
  you	
  spend	
  the	
  most	
  nights	
  on	
  this	
  trip	
  to	
  Maine?	
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Primary	
  Purpose	
  of	
  Overnight	
  Leisure	
  Trips:	
  
1st	
  Time	
  Visitors	
  
	
  

2%	
  

4%	
  

15%	
  

8%	
  

<39%>	
  

31%	
  

<13%>	
  

4%	
  

10%	
  

<17%>	
  

23%	
  

33%	
  

0%	
   10%	
   20%	
   30%	
   40%	
   50%	
   60%	
   70%	
  

Other	
  

Cultural/Heritage	
  Tourism	
  

Special	
  Event	
  

Shopping	
  

Touring	
  

Outdoor	
  Recrea;on	
  

Primary	
  Purpose	
  of	
  Overnight	
  Leisure	
  Trips	
  
	
  

Repeat	
  Visitors	
  (Base=1,314)	
   1st	
  Time	
  Visitors	
  (Base	
  =	
  305)	
  

•  Those	
  visi;ng	
  Maine	
  for	
  the	
  first	
  ;me	
  are	
  onen	
  coming	
  on	
  touring	
  trips	
  designed	
  to	
  
experience	
  the	
  unique	
  sights	
  and	
  scenes	
  Maine	
  has	
  to	
  offer.	
  	
  Those	
  coming	
  to	
  Maine	
  for	
  
the	
  first	
  ;me	
  are	
  less	
  likely	
  to	
  say	
  they	
  are	
  coming	
  to	
  take	
  advantage	
  of	
  Maine’s	
  
shopping	
  opportuni;es	
  than	
  those	
  making	
  a	
  return	
  visit.	
  

Regional	
  Q7.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  leisure	
  trip	
  in	
  Maine?	
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2010	
  

1st	
  Time	
  
(Base=67)*	
  

Repeat	
  
(Base=1,728)	
  

Mean	
  Age	
   36.3	
   <46.7>	
  

<	
  35	
   <61%>	
   27%	
  

35	
  -­‐	
  44	
   9%	
   17%	
  

45	
  -­‐	
  54	
   14%	
   21%	
  

55	
  +	
   16%	
   <35%>	
  

Mean	
  Income	
   $81,230	
   $91,600	
  

<	
  $50,000	
   29%	
   23%	
  

$50,000	
  -­‐	
  $99,000	
   49%	
   42%	
  

$100,000	
  +	
   22%	
   35%	
  

Female	
   51%	
   51%	
  

College	
  Degree	
  or	
  Higher	
   73%	
   74%	
  

Married	
   45%	
   61%	
  

Employed	
  Full	
  Time	
   67%	
   61%	
  

Day	
  Leisure	
  Visitor	
  Demographics:	
  
1st	
  Time	
  Visitors	
  
•  As	
  with	
  overnight	
  visitors,	
  1st	
  ;me	
  day	
  visitors	
  tend	
  to	
  be	
  younger	
  than	
  those	
  who	
  have	
  

visited	
  Maine	
  in	
  the	
  past.	
  	
  Otherwise,	
  demographics	
  are	
  similar	
  between	
  1st	
  ;me	
  and	
  
repeat	
  visitors	
  to	
  Maine.	
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  Annual	
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  Small	
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  size	
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Day	
  Leisure	
  Visitor	
  Residence:	
  	
  
1st	
  Time	
  Visitors	
  
	
  •  1st	
  ;me	
  day	
  trip	
  visitors	
  to	
  Maine	
  are	
  more	
  likely	
  to	
  come	
  from	
  MassachuseQs	
  than	
  are	
  

repeat	
  visitors.	
  	
  They	
  are	
  less	
  likely	
  to	
  be	
  from	
  Maine	
  or	
  New	
  Hampshire.	
  

Day	
  Q1A.	
  In	
  what	
  State	
  or	
  Province	
  do	
  you	
  reside?	
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1%	
  

1%	
  

2%	
  

7%	
  

2%	
  

<15%>	
  

<36%>	
  

36%	
  

0%	
  

1%	
  

4%	
  

5%	
  

7%	
  

7%	
  

15%	
  

<62%>	
  

0%	
   10%	
   20%	
   30%	
   40%	
   50%	
   60%	
   70%	
  

Nova	
  Sco;a	
  

Vermont	
  

Rhode	
  Island	
  

New	
  Brunswick	
  

Quebec	
  

New	
  Hampshire	
  

Maine	
  

MassachuseQs	
  

1st	
  Time	
  Visitors	
  (Base=67)	
   Repeat	
  Visitors	
  (Base=1,728)	
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Primary	
  Purpose	
  of	
  Day	
  Leisure	
  Trips:	
  
1st	
  Time	
  Visitors	
  
	
   •  While	
  shopping	
  is	
  onen	
  the	
  primary	
  purpose	
  of	
  repeat	
  day	
  trips	
  to	
  Maine,	
  1st	
  ;me	
  

visitors	
  are	
  more	
  likely	
  to	
  spend	
  their	
  ;me	
  touring.	
  

Day	
  Q3.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  leisure	
  trip	
  in	
  Maine?	
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9%	
  

3%	
  

<26%>	
  

8%	
  

<40%>	
  

15%	
  

<28%>	
  

1%	
  

10%	
  

12%	
  

22%	
  

27%	
  

0%	
   5%	
   10%	
   15%	
   20%	
   25%	
   30%	
   35%	
   40%	
   45%	
  

Other	
  

Cultural	
  and	
  
heritage	
  tourism	
  

Outdoor	
  
recrea;on	
  

Special	
  event	
  

Shopping	
  

Touring	
  

1st	
  Time	
  Visitors	
  (Base=39)*	
   Repeat	
  Visitors	
  (Base=1,135)	
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50%	
  

38%	
  

32%	
  

28%	
  

24%	
  

16%	
   16%	
   15%	
   <15%>	
  

8%	
   7%	
   7%	
  

53%	
  

31%	
  

24%	
  

33%	
  

20%	
  

24%	
   24%	
  

<35%>	
  

3%	
  

9%	
  
12%	
  

4%	
  

0%	
  

10%	
  

20%	
  

30%	
  

40%	
  

50%	
  

60%	
  

Shopping	
  (NET)	
   Enjoying	
  the	
  
ocean	
  views	
  

Sightseeing	
   Res;ng,	
  
relaxing,	
  
unwinding	
  

Searching	
  for	
  
local	
  cuisine	
  or	
  
dining	
  hot	
  
spots	
  

Driving	
  for	
  
pleasure	
  

Visi;ng	
  family	
  
and	
  friends	
  

Outdoor	
  
Ac;vi;es	
  (NET)	
  

Amusement	
  
park	
  

Trying	
  to	
  find	
  
the	
  best	
  

lobster	
  roll	
  

Enjoying	
  the	
  
mountain	
  
views	
  

AQending	
  fairs	
  
or	
  fes;vals	
  

1st	
  Time	
  Visitors	
  (Base=67)	
   Repeat	
  Visitors	
  (Base=1,728)	
  

Day	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
1st	
  Time	
  Day	
  Visitors	
  
•  1st	
  ;me	
  day	
  trip	
  visitors	
  are	
  likely	
  to	
  spend	
  their	
  day	
  shopping,	
  enjoying	
  the	
  ocean	
  views,	
  

and	
  sightseeing.	
  	
  They	
  are	
  also	
  more	
  likely	
  than	
  repeat	
  visitors	
  to	
  go	
  to	
  an	
  amusement	
  
park.	
  	
  	
  

Top	
  Trip	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  your	
  most	
  recent	
  trip	
  in	
  Maine?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
  

  
2010	
  Annual	
  Report	
  

99	
  

<	
  >	
  notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



6%	
  

5%	
  

5%	
  

4%	
  

3%	
  

2%	
  

2%	
  

2%	
  

5%	
  

2%	
  

2%	
  

4%	
  

7%	
  

7%	
  

Visi;ng	
  art	
  museums	
  

Visi;ng	
  historic	
  sites/	
  
museums	
  

AQending	
  plays/	
  musicals	
  

Nature	
  cruises/	
  tours	
  

Taking	
  tours	
  of	
  communi;es	
  

Wildlife	
  viewing/	
  bird	
  
watching	
  

Viewing	
  fall	
  colors	
  

1st	
  Time	
  Visitors	
  (Base=67)	
   Repeat	
  Visitors	
  (Base=1,728)	
  

Day	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
1st	
  Time	
  Day	
  Visitors	
  

Lower	
  U?lized	
  	
  Trip	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  your	
  most	
  recent	
  trip	
  in	
  Maine?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
  

  
2010	
  Annual	
  Report	
  

6%	
  

1%	
  

1%	
  

1%	
  

0%	
  

0%	
  

0%	
  

0%	
  

8%	
  

2%	
  

8%	
  

3%	
  

2%	
  

2%	
  

2%	
  

1%	
  

<1%	
  

8%	
  

Zoos	
  or	
  aquariums	
  

Exploring	
  State	
  and	
  
Na;onal	
  Parks	
  

AQending	
  sports	
  events	
  

AQending	
  popular	
  
music	
  concerts	
  

Botanical	
  gardens	
  

Casino	
  gaming	
  

Car/	
  boat	
  shows	
  

AQending	
  operas	
  

Other	
  

1st	
  Time	
  Visitors	
  (Base=67)	
   Repeat	
  Visitors	
  (Base=1,728)	
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27%	
  

18%	
  

15%	
  
14%	
  

12%	
  

6%	
  
5%	
  

3%	
   3%	
  
2%	
   2%	
  

0%	
  

16%	
  
15%	
  

6%	
  

12%	
  

9%	
  

3%	
  

<16%>	
  

10%	
  

3%	
  

5%	
  

3%	
  
4%	
  

0%	
  

5%	
  

10%	
  

15%	
  

20%	
  

25%	
  

30%	
  

Quality	
  ;me	
  
with	
  

friends/	
  
family	
  

Beaches	
   Fairs/	
  
events	
  

Scenery	
   Dining	
  out	
   Relaxa;on	
   Shopping	
   Outdoor	
  
ac;vi;es	
  

Specific	
  
loca;on	
  
men;on	
  

Weather	
   Seafood	
   Driving	
  

	
  
	
  

1st	
  Time	
  Visitors	
  (Base=67)	
   Repeat	
  Visitors	
  (Base=1,728)	
  

Highlight	
  of	
  Trip	
  to	
  Maine	
  –	
  	
  
1st	
  :me	
  Day	
  Visitors	
  
•  1st	
  ;me	
  day	
  visitors	
  to	
  Maine	
  pointed	
  to	
  quality	
  ;me	
  with	
  friends,	
  beaches,	
  and	
  fairs/

events	
  as	
  the	
  highlight	
  of	
  their	
  day	
  trip	
  to	
  Maine.	
  

Highlight	
  of	
  Day	
  Trip	
  to	
  Maine	
  

Day	
  Q16.	
  	
  What	
  was	
  the	
  highlight	
  of	
  your	
  day	
  trip	
  in	
  Maine?	
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2%	
  

2%	
  

2%	
  

3%	
  

2%	
  

4%	
  

7%	
  

1%	
  

1%	
  

9%	
  

7%	
  

15%	
  

0%	
  

0%	
  

1%	
  

1%	
  

2%	
  

2%	
  

4%	
  

5%	
  

6%	
  

11%	
  

13%	
  

23%	
  

0%	
   5%	
   10%	
   15%	
   20%	
   25%	
  

Crowds	
  

Lower	
  taxes	
  

Less	
  driving	
  ;me	
  

Road	
  men;ons	
  

Shopping	
  

Less	
  traffic	
  

BeQer	
  dining	
  

Limited	
  parking	
  

More	
  to	
  do	
  

BeQer	
  weather	
  

Not	
  much	
  

More	
  ;me	
  to	
  spend	
  
	
  

	
  

1st	
  ;me	
  Visitor	
  (n=67)	
  

Repeat	
  Visitor	
  (n=1,728)	
  

What	
  Could	
  Have	
  Been	
  Beker	
  on	
  Trip	
  to	
  Maine	
  –	
  
First	
  :me	
  Day	
  Visitors	
  

•  Even	
  more	
  so	
  than	
  repeat	
  visitors,	
  first	
  ;me	
  visitors	
  to	
  Maine	
  wish	
  they	
  could	
  have	
  more	
  
;me	
  to	
  spend	
  on	
  their	
  trip.	
  

What	
  Could	
  Have	
  Been	
  Beker	
  on	
  
Day	
  Trip	
  to	
  Maine	
  

Day	
  Q17.	
  	
  What	
  do	
  you	
  wish	
  could	
  have	
  been	
  befer	
  on	
  this	
  trip	
  in	
  Maine?	
  

  
2010	
  Annual	
  Report	
  

102	
  

<	
  >	
  notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Likelihood	
  to	
  Recommend	
  Maine	
  1st	
  Time	
  Visitors	
  
•  While	
  not	
  as	
  strong	
  as	
  repeat	
  visitors,	
  who	
  are	
  fully	
  converted	
  to	
  the	
  posi;ves	
  of	
  the	
  

Maine	
  experience,	
  8	
  in	
  10	
  1st	
  ;me	
  visitors	
  report	
  some	
  likelihood	
  to	
  recommend	
  Maine	
  
as	
  a	
  vaca;on	
  des;na;on	
  to	
  their	
  friends	
  or	
  rela;ves.	
  	
  However,	
  fewer	
  1st	
  ;me	
  visitors	
  
are	
  ‘definite’	
  about	
  their	
  willingness	
  to	
  recommend	
  a	
  trip	
  to	
  the	
  state.	
  

51%	
  

<72%>	
  

47%	
  

<79%>	
  

<32%>	
  

22%	
  

29%	
  

18%	
  
<15%>	
  

5%	
  

<23%>	
  

3%	
  
2%	
  

<1%	
  
2%	
   <1%	
  1%	
   2%	
  

<1%	
  

1st	
  ;me	
  Visitors	
  (Base=498)	
   Repeat	
  Visitors	
  (Base=2,494)	
   1st	
  ;me	
  Visitors	
  (Base=67)	
   Repeat	
  Visitors	
  (Base=1,728)	
  

Likely	
  to	
  Recommend	
  

Definitely	
  will	
  not	
  
Probably	
  will	
  not	
  
Might	
  or	
  might	
  not	
  
Probably	
  will	
  
Definitely	
  will	
  

Regional	
  Q38,	
  Day	
  Q19b.	
  	
  How	
  likely	
  will	
  you	
  be	
  to	
  recommend	
  Maine	
  as	
  a	
  vacaCon	
  desCnaCon	
  to	
  friends	
  or	
  relaCves?	
  	
  
	
  

  

Overnight	
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94%	
  
83%	
  

76%	
  

97%	
  



Future	
  Travel	
  in	
  Maine	
  1st	
  Time	
  Visitors	
  
•  Not	
  surprisingly,	
  likelihood	
  to	
  travel	
  to	
  Maine	
  in	
  the	
  future	
  is	
  not	
  as	
  strong	
  among	
  1st	
  

;me	
  visitors	
  as	
  it	
  is	
  for	
  repeat	
  visitors,	
  who	
  have	
  already	
  established	
  a	
  paQern	
  of	
  
visita;on	
  to	
  Maine.	
  	
  	
  S;ll,	
  eight	
  out	
  of	
  ten	
  first	
  ;me	
  visitors	
  are	
  probably	
  or	
  definitely	
  
likely	
  to	
  visit	
  Maine	
  in	
  the	
  future,	
  a	
  very	
  posi;ve	
  indicator	
  for	
  Maine	
  tourism.	
  

43%	
  

<83%>	
  
69%	
  

<91%>	
  

<39%>	
  

14%	
  

12%	
  

7%	
  
<15%>	
  

3%	
  

9%	
  

1%	
  3%	
  
10%	
  

1%	
  

1st	
  Time	
  Visitors	
  (Base=498)	
   Repeat	
  Visitors	
  (Base=2,494)	
   1st	
  Time	
  Visitors	
  (Base=67)	
   Repeat	
  Visitors	
  (Base=1,728)	
  

Future	
  Travel	
  in	
  Maine	
  

Definitely	
  will	
  not	
  
Probably	
  will	
  not	
  
Might	
  or	
  might	
  not	
  
Probably	
  will	
  
Definitely	
  will	
  

Regional	
  Q37,	
  Day	
  Q19.	
  	
  How	
  likely	
  will	
  you	
  be	
  to	
  travel	
  in	
  Maine	
  in	
  the	
  future/take	
  a	
  day	
  
	
  trip	
  in	
  Maine	
  in	
  the	
  future?	
  	
  
	
  

  

Overnight Day 

2010	
  Annual	
  Report	
  

<	
  >	
  notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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97%	
  
82%	
   81%	
  

98%	
  



Akrac?ng	
  1st	
  Time	
  Visita?on	
  
•  In	
  order	
  to	
  gauge	
  the	
  effec;veness	
  of	
  aQrac;ng	
  first	
  ;me	
  visitors	
  to	
  Maine	
  by	
  region,	
  

we	
  compared	
  the	
  ra;o	
  of	
  first	
  ;me	
  visitors	
  by	
  target	
  area	
  (New	
  England,	
  Mid-­‐Atlan;c,	
  
Canada)	
  to	
  the	
  ra;o	
  of	
  total	
  popula;on	
  among	
  those	
  regions.	
  	
  	
  

•  What	
  becomes	
  clear	
  is	
  that	
  while	
  the	
  majority	
  of	
  first	
  ;me	
  visitors	
  to	
  the	
  area	
  hail	
  from	
  
the	
  Mid-­‐Atlan;c	
  states	
  (New	
  York,	
  New	
  Jersey,	
  Pennsylvania,	
  Delaware,	
  Maryland,	
  
Washington,	
  DC),	
  Maine	
  is	
  not	
  securing	
  as	
  many	
  new	
  visitors	
  as	
  it	
  could	
  from	
  the	
  
Eastern	
  Canadian	
  Provinces.	
  

  
2010	
  Annual	
  Report	
  

%	
  of	
  Target	
  
Popula?on	
  

%	
  of	
  1st	
  Time	
  
Visitors	
  

Difference	
  

New	
  England	
  
(excluding	
  Maine)	
   4.7%	
   11.3%	
   6.6%	
  

U.S.	
  Mid-­‐Atlan;c	
   65.3%	
   74.8%	
   9.5%	
  

Eastern	
  Canada	
   30.0%	
   13.5%	
   -­‐16.5%	
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Canadian Visitors 



Overnight	
  Leisure	
  Visitor	
  Demographics:	
  
Canadian	
  Visitors	
  
•  Canadian	
  visitors	
  to	
  Maine	
  tend	
  to	
  be	
  older	
  than	
  the	
  average	
  U.S.	
  visitor,	
  averaging	
  

about	
  47	
  years	
  old.	
  	
  In	
  addi;on,	
  Canadian	
  overnight	
  visitors	
  tend	
  to	
  have	
  a	
  higher	
  
household	
  income	
  than	
  those	
  visi;ng	
  from	
  the	
  U.S.	
  	
  Many	
  have	
  been	
  coming	
  to	
  Maine	
  
for	
  a	
  long	
  ;me,	
  almost	
  half	
  made	
  their	
  first	
  trip	
  prior	
  to	
  1980	
  sugges;ng	
  a	
  need	
  to	
  
aQract	
  younger	
  Canadian	
  visitors.	
  	
  

	
  

  2010	
  Annual	
  Report	
  

2009	
  
(Base=515)	
  

2010	
  
(Base=502)	
  

Mean	
  Age	
   47.2	
   47.3	
  

<	
  35	
   13%	
   16%	
  

35	
  -­‐	
  44	
   24%	
   19%	
  

45	
  -­‐	
  54	
   35%	
   39%	
  

55	
  +	
   29%	
   26%	
  

Mean	
  Income	
   $110,200	
   $116,210	
  

<	
  $50,000	
   8%	
   7%	
  

$50,000	
  -­‐	
  $99,000	
   28%	
   31%	
  

$100,000	
  +	
   42%	
   44%	
  

Female	
   33%	
   41%	
  

College	
  Degree	
  or	
  
Higher	
   85%	
   81%	
  

Married	
   71%	
   61%	
  

Employed	
  Full	
  Time	
   69%	
   69%	
  

	
  or	
  a,b,c	
  notes	
  significant	
  difference	
  at	
  95%	
  confidence	
  level 
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First	
  Visit	
  to	
  Maine	
  
	
  
Compared	
  to	
  visitors	
  from	
  New	
  England	
  
or	
  the	
  Mid-­‐Atlan;c,	
  Canadian	
  visitors	
  are	
  
most	
  likely	
  to	
  have	
  made	
  their	
  first	
  visit	
  
to	
  Maine	
  prior	
  to	
  1980.	
  
	
  
Canada	
  (a) 	
   	
  45%	
  bc	
  
Mid-­‐Atlan;c	
  (b)	
   	
  22%	
  
New	
  England	
  (c) 	
  36%	
  b	
  
	
  
	
  



<1%	
  

<1%	
  

3%	
  

22%	
  

32%	
  

44%	
  

<1%	
  

<1%	
  

2%	
  

28%	
  

32%	
  

38%	
  

0%	
   5%	
   10%	
   15%	
   20%	
   25%	
   30%	
   35%	
   40%	
   45%	
   50%	
  

Prince	
  Edward	
  
Island	
  

Newfoundland	
  

Nova	
  Sco;a	
  

Quebec	
  

New	
  Brunswick	
  

Ontario	
  

2009	
  (Base=515)	
   2010	
  (Base=502)	
  

Overnight	
  Visitor	
  Residence:	
  	
  
Canadian	
  Visitors	
  
	
  •  Canadian	
  overnight	
  visitors	
  to	
  Maine	
  are	
  most	
  likely	
  to	
  come	
  from	
  the	
  Ontario,	
  New	
  

Brunswick,	
  or	
  Quebec	
  provinces.	
  

State/Province	
  of	
  residence.	
  	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  difference	
  at	
  95%	
  confidence	
  level 
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Paid	
  Accommoda?ons	
  While	
  in	
  Maine	
  –	
  
Canadian	
  Visitors	
  

4%	
  

2%	
  

4%	
  

3%	
  

68%	
  

82%	
  

3%	
  

2%	
  

5%	
  

9%	
  

62%	
  

82%	
  

0%	
   10%	
   20%	
   30%	
   40%	
   50%	
   60%	
   70%	
   80%	
   90%	
  

Tent	
  campground	
  

RV	
  campground	
  

Inn	
  /	
  B&B	
  

Rented	
  Cabin	
  /	
  CoQage	
  /	
  Vaca.	
  home	
  

Hotel	
  /	
  Motel	
  /	
  Resort	
  

Net:	
  Paid	
  Accommoda;ons	
  

2009	
  (Base	
  =	
  515)	
   2010	
  (Base	
  =	
  502)	
  

•  Canadian	
  visitors	
  are	
  much	
  more	
  likely	
  than	
  U.S.	
  visitors	
  to	
  stay	
  in	
  paid	
  
accommoda;ons,	
  with	
  8	
  out	
  of	
  10	
  u;lizing	
  some	
  form	
  of	
  paid	
  lodging.	
  	
  In	
  par;cular,	
  
Canadian	
  overnight	
  visitors	
  are	
  staying	
  in	
  hotel/motel/resort	
  proper;es.	
  	
  Versus	
  year	
  
ago,	
  however,	
  fewer	
  are	
  using	
  rented	
  cabins,	
  coQages,	
  or	
  vaca;on	
  homes.	
  

Regional	
  Q27.	
  In	
  which	
  of	
  the	
  following	
  types	
  of	
  accommodaCons	
  did	
  you	
  spend	
  the	
  most	
  nights	
  on	
  this	
  trip	
  to	
  Maine?	
  	
  
	
  

  

notes	
  significant	
  difference	
  at	
  95%	
  confidence	
  level 

2010	
  Annual	
  Report	
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Unpaid	
  Accommoda?ons	
  While	
  in	
  Maine	
  
	
  

2%	
  

1%	
  

1%	
  

3%	
  

12%	
  

18%	
  

2%	
  

<1%	
  

1%	
  

1%	
  

13%	
  

18%	
  

0%	
   2%	
   4%	
   6%	
   8%	
   10%	
   12%	
   14%	
   16%	
   18%	
   20%	
  

Other	
  

Wilderness	
  camping	
  

Free	
  campground	
  

Second	
  home	
  /	
  cabin	
  /	
  coQage	
  

Friend	
  /	
  Rela;ve	
  /	
  Assoc.	
  Home	
  

Net:	
  Unpaid	
  Accommoda;ons	
  

2009	
  (Base	
  =	
  515)	
   2010	
  (Base	
  =	
  502)	
  

•  Canadian	
  visitors	
  are	
  less	
  likely	
  to	
  stay	
  in	
  unpaid	
  accommoda;ons	
  than	
  U.S.	
  overnight	
  
visitors	
  to	
  Maine.	
  	
  In	
  par;cular,	
  a	
  smaller	
  percentage	
  of	
  Canadians	
  are	
  staying	
  in	
  the	
  
home/cabin/coQage/condo	
  of	
  someone	
  they	
  know.	
  	
  

Regional	
  Q27.	
  In	
  which	
  of	
  the	
  following	
  types	
  of	
  accommodaCons	
  did	
  you	
  spend	
  the	
  most	
  nights	
  on	
  this	
  trip	
  to	
  Maine?	
  	
  
	
  

  

notes	
  significant	
  difference	
  at	
  95%	
  confidence	
  level 

2010	
  Annual	
  Report	
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Primary	
  Purpose	
  of	
  Overnight	
  Leisure	
  Trips:	
  
Canadian	
  Visitors	
  
	
  

10%	
  

4%	
  

9%	
  

21%	
  

19%	
  

37%	
  

4%	
  

3%	
  

5%	
  

17%	
  

33%	
  

37%	
  

0%	
   10%	
   20%	
   30%	
   40%	
   50%	
   60%	
   70%	
  

Other	
  

Cultural/Heritage	
  Tourism	
  

Special	
  Event	
  

Outdoor	
  Recrea;on	
  

Touring	
  

Shopping	
  

Primary	
  Purpose	
  of	
  Overnight	
  Leisure	
  Trips	
  
	
  

2009	
  (Base=320)	
   2010	
  (Base=338)	
  

•  Not	
  surprisingly,	
  about	
  a	
  third	
  of	
  Canadian	
  overnight	
  visitors	
  are	
  looking	
  to	
  take	
  
advantage	
  of	
  the	
  favorable	
  exchange	
  rate	
  and	
  convenient	
  access	
  to	
  the	
  U.S.	
  market	
  by	
  
visi;ng	
  Maine	
  in	
  order	
  to	
  shop.	
  	
  However,	
  a	
  sizable	
  number	
  of	
  Canadian	
  overnight	
  
visitors	
  are	
  visi;ng	
  Maine	
  on	
  a	
  touring	
  trip,	
  or	
  engaging	
  in	
  outdoor	
  recrea;on.	
  	
  Touring,	
  
however,	
  was	
  reported	
  as	
  a	
  primary	
  trip	
  purpose	
  by	
  fewer	
  Canadians	
  in	
  2010.	
  

Regional	
  Q7.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  leisure	
  trip	
  in	
  Maine?	
  	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  difference	
  at	
  95%	
  confidence	
  level 
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Overnight	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
Canadian	
  Visitors	
  
•  As	
  seen	
  in	
  the	
  prior	
  slide,	
  shopping	
  is	
  a	
  major	
  ac;vity	
  for	
  Canadian	
  visitors,	
  followed	
  by	
  

outdoor	
  ac;vi;es	
  and	
  a	
  host	
  of	
  op;ons	
  involving	
  enjoying	
  the	
  scenic	
  beauty	
  of	
  Maine.	
  

73%	
  

49%	
  
44%	
  

28%	
  

N/A	
  

29%	
  
24%	
  

N/A	
  

15%	
   13%	
  

72%	
  

47%	
  

37%	
   36%	
   35%	
  

28%	
   27%	
  

21%	
  

12%	
   10%	
  

0%	
  

20%	
  

40%	
  

60%	
  

80%	
  

Shopping	
  
(NET)	
  

Outdoor	
  
ac;vi;es	
  (NET)	
  

Res;ng,	
  
relaxing	
  

Driving	
  for	
  
pleasure	
  

Enjoying	
  the	
  
ocean	
  views	
  

Sightseeing	
   Searching	
  for	
  
local	
  cuisine	
  

Enjoying	
  the	
  
mountain	
  
views	
  

Visi;ng	
  friends	
  
and	
  family	
  

Exploring	
  State	
  
and	
  Na;onal	
  

Parks	
  

	
  
	
  

2009	
  (Base=515)	
   2010	
  (Base=502)	
  

Top	
  Trip	
  Ac?vi?es	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  difference	
  at	
  95%	
  confidence	
  level 

112	
  



Overnight	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
Canadian	
  Visitors	
  -­‐	
  Shopping	
  
•  Among	
  shopping	
  op;ons,	
  Canadian	
  visitors	
  are	
  likely	
  to	
  engage	
  in	
  general	
  shopping	
  in	
  

the	
  malls	
  and	
  downtown	
  areas	
  as	
  well	
  as	
  hi~ng	
  the	
  outlets.	
  

44%	
  

36%	
   36%	
  

13%	
  

45%	
   43%	
  

27%	
  

12%	
  

0%	
  

20%	
  

40%	
  

60%	
  

80%	
  

General	
  shopping	
  at	
  malls,	
  
downtown	
  

Outlet	
  shopping	
   Shopping	
  for	
  gins	
  or	
  souvenirs	
   Shopping	
  for	
  an;ques,	
  arts,	
  crans	
  

	
  
	
  

2009	
  (Base=515)	
   2010	
  (Base=502)	
  

Top	
  Trip	
  Ac?vi?es	
  -­‐	
  Shopping	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  difference	
  at	
  95%	
  confidence	
  level 
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Overnight	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
Canadian	
  Visitors	
  
•  Canadian	
  overnight	
  visitors	
  like	
  to	
  take	
  advantage	
  of	
  Maine’s	
  beaches	
  and	
  swimming	
  

opportuni;es.	
  	
  They	
  are	
  also	
  likely	
  to	
  do	
  some	
  hiking	
  or	
  climbing.	
  	
  In	
  general,	
  Canadians	
  
enjoy	
  the	
  summer;me	
  outdoor	
  recrea;on	
  ac;vi;es	
  available	
  in	
  Maine.	
  

<1%	
  

<1%	
  

1%	
  

1%	
  

<1%	
  

1%	
  

1%	
  

1%	
  

1%	
  

1%	
  

1%	
  

<1%	
  

1%	
  

1%	
  

3%	
  

1%	
  

1%	
  

<1%	
  

2%	
  

2%	
  

2%	
  

1%	
  

0%	
   20%	
   40%	
   60%	
   80%	
  

Water	
  skiing/	
  jet	
  skiing	
  

White	
  water	
  raning	
  

Motor	
  boa;ng	
  

Sailing	
  

Downhill	
  skiing/	
  snowboarding	
  

Hun;ng	
  

Snowmobiling	
  

Riding	
  all	
  terrain	
  vehicles	
  

Snowshoeing	
  

Cross	
  country	
  skiing	
  

Ice	
  fishing	
   	
  
	
  Top	
  Trip	
  Ac?vi?es	
  –	
  Outdoor	
  Ac?vi?es	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  difference	
  at	
  95%	
  confidence	
  level	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  *Going	
  to	
  the	
  Beach	
  added	
  in	
  2010 

2%	
  

3%	
  

3%	
  

4%	
  

6%	
  

6%	
  

10%	
  

12%	
  

18%	
  

19%	
  

3%	
  

5%	
  

1%	
  

1%	
  

5%	
  

3%	
  

15%	
  

11%	
  

20%	
  

0%	
   20%	
   40%	
   60%	
   80%	
  

Canoeing	
  

Kayaking	
  

Ocean	
  fishing	
  

Lake,	
  stream,	
  or	
  river	
  
fishing	
  

Biking	
  

Golfing	
  

Outdoor	
  swimming	
  

Hiking	
  of	
  climbing	
  

Pool	
  swimming	
  

Going	
  to	
  the	
  beach*	
  
	
  

	
  

2009	
  (Base=515)	
   2010	
  (Base=502)	
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Overnight	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
Canadian	
  Visitors	
  
•  A	
  lesser	
  propor;on	
  of	
  Canadian	
  visitors	
  enjoy	
  Maine’s	
  nightlife	
  and	
  historic	
  sites,	
  among	
  

a	
  host	
  of	
  other	
  ac;vi;es.	
  

5%	
  

5%	
  

5%	
  

6%	
  

6%	
  

6%	
  

9%	
  

12%	
  

15%	
  

7%	
  

2%	
  

2%	
  

9%	
  

7%	
  

5%	
  

14%	
  

15%	
  

9%	
  

0%	
   20%	
   40%	
   60%	
   80%	
  

Botanical	
  gardens	
  

AQending	
  popular	
  
music	
  concerts	
  

Casino	
  gaming	
  

Viewing	
  fall	
  colors	
  

Taking	
  tours	
  of	
  
communi;es	
  

Visi;ng	
  art	
  museums	
  

Wildlife	
  viewing	
  

Visi;ng	
  historic	
  sites	
  

Nightlife/	
  evening	
  
entertainment	
  

	
  
	
  

2009	
  (Base=515)	
   2010	
  (Base=502)	
  

Lower	
  U?lized	
  Trip	
  Ac?vi?es	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  difference	
  at	
  95%	
  confidence	
  level 

2%	
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Other	
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  park	
  

AQending	
  operas	
  

Zoos	
  or	
  aquariums	
  

Car/	
  boat	
  shows	
  

Nature	
  cruises	
  

AQending	
  fairs	
  or	
  
fes;vals	
  

AQending	
  plays/	
  
musicals	
  

AQending	
  sports	
  
events	
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Primary	
  Region	
  of	
  Visit	
  to	
  Maine	
  :	
  Canadian	
  
Visitors	
  	
  
	
  

2%	
  

3%	
  

5%	
  

7%	
  

15%	
  

19%	
  

23%	
  

25%	
  

3%	
  

5%	
  

7%	
  

4%	
  

16%	
  

13%	
  

27%	
  

24%	
  

0%	
   10%	
   20%	
   30%	
   40%	
  

Lakes	
  and	
  Mountains	
  

Aroostook	
  

Mid-­‐Coast	
  

Kennebec	
  and	
  Moose	
  River	
  Valley	
  

Greater	
  Portland	
  

Downeast	
  &	
  Acadia	
  

The	
  Maine	
  Beaches	
  

Maine	
  Highlands	
  

2009	
  (Base=515)	
   2010	
  (Base=502)	
  

•  Canadian	
  Overnight	
  visitors	
  can	
  be	
  found	
  in	
  all	
  regions	
  of	
  Maine,	
  with	
  The	
  Maine	
  
Highlands	
  the	
  most	
  visited	
  region,	
  followed	
  by	
  Maine	
  Beaches,	
  Downeast	
  and	
  Acadia,	
  
and	
  Greater	
  Portland	
  and	
  Casco	
  Bay.	
  	
  	
  

Regional	
  Q28.	
  What	
  region	
  in	
  Maine	
  was	
  your	
  primary	
  desCnaCon?	
  	
  
	
  

  

notes	
  significant	
  difference	
  at	
  95%	
  confidence	
  level 

2010	
  Annual	
  Report	
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Day	
  Leisure	
  Visitor	
  Demographics:	
  
Canadian	
  Visitors	
  
•  As	
  with	
  overnight	
  visitors,	
  Canadian	
  day	
  visitors	
  tend	
  to	
  be	
  older	
  and	
  have	
  a	
  higher	
  

household	
  income	
  than	
  their	
  American	
  counterparts.	
  
	
  

  2010	
  Annual	
  Report	
  

2009	
  
(Base=208)	
  

2010	
  
(Base=187)	
  

Mean	
  Age	
   44.9	
   47.0	
  

<	
  35	
   27%	
   17%	
  

35	
  -­‐	
  44	
   22%	
   23%	
  

45	
  -­‐	
  54	
   21%	
   32%	
  

55	
  +	
   30%	
   28%	
  

Mean	
  Income	
   $91,200	
   $100,800	
  

<	
  $50,000	
   20%	
   18%	
  

$50,000	
  -­‐	
  $99,000	
   49%	
   38%	
  

$100,000	
  +	
   30%	
   44%	
  

Female	
   53%	
   39%	
  

College	
  Degree	
  or	
  
Higher	
  

79%	
   72%	
  

Married	
   60%	
   69%	
  

Employed	
  Full	
  
Time	
  

70%	
   66%	
  

notes	
  significant	
  difference	
  at	
  95%	
  confidence	
  level 
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Day	
  Leisure	
  Visitor	
  Residence:	
  	
  
Canadian	
  Visitors	
  
	
  

6%	
  

23%	
  

71%	
  

3%	
  

27%	
  

69%	
  

0%	
   10%	
   20%	
   30%	
   40%	
   50%	
   60%	
   70%	
   80%	
  

Nova	
  Sco;a	
  

Quebec	
  

New	
  Brunswick	
  

2009	
  (Base=208)	
   2010	
  (Base=187)	
  

•  The	
  majority	
  of	
  Canadian	
  day	
  visitors	
  are	
  from	
  New	
  Brunswick,	
  followed	
  by	
  Quebec	
  and	
  
Nova	
  Sco;a.	
  

Day	
  Q1A.	
  In	
  what	
  State	
  or	
  Province	
  do	
  you	
  reside?	
  	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  difference	
  at	
  95%	
  confidence	
  level 
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Primary	
  Purpose	
  of	
  Day	
  Leisure	
  Trips:	
  
Canadian	
  Visitors	
  
	
  

4%	
  

1%	
  

2%	
  

6%	
  

10%	
  

77%	
  

2%	
  

1%	
  

3%	
  

11%	
  

14%	
  

69%	
  

0%	
   20%	
   40%	
   60%	
   80%	
   100%	
  

Other	
  

Cultural/Heritage	
  Tourism	
  

Special	
  Event	
  

Outdoor	
  Recrea;on	
  

Touring	
  

Shopping	
  

Primary	
  Purpose	
  of	
  Day	
  Leisure	
  Trips	
  
	
  

2009	
  (Base=165)	
   2010	
  (Base=150)	
  

•  Not	
  surprisingly,	
  the	
  vast	
  majority	
  of	
  Canadian	
  day	
  trippers	
  travel	
  to	
  Maine	
  in	
  order	
  to	
  
shop.	
  

Day	
  Q3.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  leisure	
  trip	
  in	
  Maine?	
  	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  difference	
  at	
  95%	
  confidence	
  level 

119	
  



Day	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
Canadian	
  Visitors	
  
•  Shopping	
  dominates	
  the	
  list	
  of	
  ac;vi;es	
  engaged	
  in	
  by	
  Canadian	
  day	
  visitors.	
  

78%	
  

27%	
   26%	
  
20%	
  

28%	
  

0%	
  

12%	
  
9%	
  

0%	
  
7%	
  

4%	
   6%	
  

80%	
  

25%	
   24%	
  
21%	
  

17%	
  
11%	
   11%	
  

8%	
   8%	
   8%	
   6%	
   4%	
  

Shopping	
  
(NET)	
  

Res;ng,	
  
relaxing,	
  
unwinding	
  

Driving	
  for	
  
pleasure	
  

Sightseeing	
   Outdoor	
  
Ac;vi;es	
  (NET)	
  

Enjoying	
  the	
  
ocean	
  views	
  

Searching	
  for	
  
local	
  cuisine	
  or	
  
dining	
  hot	
  
spots	
  

Visi;ng	
  family	
  
and	
  friends	
  

Enjoying	
  the	
  
mountain	
  
views	
  

Nightlife/	
  
evening	
  

entertainment	
  

Nature	
  cruises	
  Exploring	
  State	
  
and	
  Na;onal	
  

Parks	
  

	
  
	
  

2009	
  (Base=208)	
   2010	
  (Base=187)	
  

Top	
  Trip	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  your	
  most	
  recent	
  trip	
  in	
  Maine?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  difference	
  at	
  95%	
  confidence	
  level 
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Day	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
Canadian	
  Visitors	
  
•  While	
  on	
  their	
  day	
  trips	
  to	
  Maine,	
  Canadians	
  engage	
  in	
  a	
  variety	
  of	
  shopping	
  ac;vi;es,	
  

hi~ng	
  the	
  malls	
  and	
  downtowns,	
  outlets,	
  and	
  searching	
  for	
  gins	
  or	
  souvenirs	
  to	
  take	
  
back	
  to	
  Canada.	
  

47%	
  

35%	
   35%	
  

19%	
  

48%	
  

31%	
  
27%	
  

7%	
  

0%	
  

20%	
  

40%	
  

60%	
  

80%	
  

General	
  shopping	
  at	
  malls,	
  
downtown	
  

Shopping	
  for	
  gins	
  or	
  souvenirs	
   Outlet	
  shopping	
   Shopping	
  for	
  an;ques,	
  arts,	
  crans	
  

	
  
	
  

2009	
  (Base=208)	
   2010	
  (Base=187)	
  

Top	
  Trip	
  Ac?vi?es	
  -­‐	
  Shopping	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  your	
  most	
  recent	
  trip	
  in	
  Maine?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  difference	
  at	
  95%	
  confidence	
  level 
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Day	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
Canadian	
  Visitors	
  
•  With	
  less	
  than	
  one	
  in	
  five	
  Canadian	
  Day	
  visitors	
  engaging	
  in	
  outdoor	
  ac;vi;es,	
  

par;cipa;on	
  is	
  not	
  overly	
  strong	
  in	
  any	
  of	
  these	
  categories.	
  	
  	
  

<1%	
  

1%	
  

3%	
  

3%	
  

3%	
  

4%	
  

5%	
  

6%	
  

6%	
  

7%	
  

<1%	
  

2%	
  

6%	
  

1%	
  

1%	
  

3%	
  

5%	
  

4%	
  

9%	
  

0%	
   20%	
   40%	
  

Snowmobiling	
  

Ice	
  fishing	
  

Outdoor	
  swimming	
  

Ocean	
  fishing	
  

Downhill	
  skiing/	
  
snowboarding	
  

Golfing	
  

Biking	
  

Going	
  to	
  the	
  beach	
  

Hiking	
  or	
  climbing	
  

Pool	
  swimming	
  

	
  
	
  

2009	
  (Base=208)	
   2010	
  (Base=187)	
  

Top	
  Trip	
  Ac?vi?es	
  –	
  Outdoor	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  your	
  most	
  recent	
  trip	
  in	
  Maine?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  difference	
  at	
  95%	
  confidence	
  level 

0%	
  

0%	
  

0%	
  

0%	
  

1%	
  

1%	
  

1%	
  

1%	
  

1%	
  

1%	
  

1%	
  

2%	
  

1%	
  

1%	
  

0%	
  

1%	
  

4%	
  

<1%	
  

0%	
  

1%	
  

1%	
  

0%	
  

0%	
   20%	
   40%	
  

Lake,	
  stream,	
  or	
  river	
  fishing	
  

Motor	
  boa;ng	
  

Riding	
  all	
  terrain	
  vehicles	
  

Hun;ng	
  

Kayaking	
  

Canoeing	
  

White	
  water	
  raning	
  

Sailing	
  

Water	
  skiing/	
  jet	
  skiing	
  

Cross	
  country	
  skiing	
  

Snowshoeing	
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Day	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
Canadian	
  Visitors	
  
•  Canadians	
  were	
  less	
  likely	
  to	
  engage	
  in	
  the	
  ac;vi;es	
  listed	
  below.	
  	
  They	
  were	
  also	
  less	
  

likely	
  in	
  2010	
  (as	
  compared	
  to	
  2009)	
  to	
  aQend	
  a	
  fair	
  or	
  fes;val	
  in	
  the	
  state.	
  

2%	
  

3%	
  

3%	
  

3%	
  

3%	
  

2%	
  

4%	
  

4%	
  

8%	
  

6%	
  

<1%	
  

3%	
  

4%	
  

1%	
  

6%	
  

2%	
  

AQending	
  fairs	
  or	
  fes;vals	
  

Taking	
  tours	
  of	
  communi;es	
  

AQending	
  plays/	
  musicals	
  

Visi;ng	
  art	
  museums	
  

AQending	
  popular	
  music	
  concerts	
  

Wildlife	
  viewing	
  

Visi;ng	
  historic	
  sites	
  

Casino	
  gaming	
  

	
  
	
  

2009	
  (Base=208)	
   2010	
  (Base=187)	
  

Lower	
  U?lized	
  Trip	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  your	
  most	
  recent	
  trip	
  in	
  Maine?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
  

  
2010	
  Annual	
  Report	
  

notes	
  significant	
  difference	
  at	
  95%	
  confidence	
  level 

6%	
  

1%	
  

1%	
  

1%	
  

1%	
  

1%	
  

1%	
  

6%	
  

7%	
  

3%	
  

2%	
  

3%	
  

2%	
  

2%	
  

1%	
  

1%	
  

4%	
  

8%	
  

Other	
  

Amusement	
  park	
  

AQending	
  sports	
  events	
  

Zoos	
  or	
  aquariums	
  

Botanical	
  gardens	
  

Car/	
  boat	
  shows	
  

AQending	
  operas	
  

Nature	
  cruises	
  

Viewing	
  fall	
  colors	
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Primary	
  Region	
  of	
  Visit	
  to	
  Maine	
  :	
  Canadian	
  
Visitors	
  	
  
	
  

1%	
  

2%	
  

5%	
  

6%	
  

15%	
  

21%	
  

24%	
  

24%	
  

2%	
  

6%	
  

4%	
  

4%	
  

17%	
  

29%	
  

17%	
  

21%	
  

0%	
   10%	
   20%	
   30%	
   40%	
  

Mid-­‐Coast	
  

Lakes	
  and	
  Mountains	
  

Kennebec	
  and	
  Moose	
  River	
  Valley	
  

Greater	
  Portland	
  

The	
  Maine	
  Beaches	
  

Downeast	
  &	
  Acadia	
  

Aroostook	
  

Maine	
  Highlands	
  

2009	
  (Base=208)	
   2010	
  (Base=187)	
  

•  Canadian	
  Day	
  trippers	
  are	
  most	
  likely	
  to	
  spend	
  their	
  day	
  in	
  Maine	
  Highlands,	
  Aroostook,	
  
or	
  Downeast	
  &	
  Acadia,	
  with	
  nearly	
  3	
  out	
  of	
  4	
  visi;ng	
  one	
  of	
  those	
  three	
  regions.	
  

  

notes	
  significant	
  difference	
  at	
  95%	
  confidence	
  level 

2010	
  Annual	
  Report	
  

Day	
  Q11:	
  What	
  region	
  in	
  Maine	
  was	
  your	
  primary	
  desCnaCon	
  on	
  your	
  most	
  recent	
  trip?	
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Likelihood	
  to	
  Recommend	
  Maine	
  –	
  	
  
Canadian	
  Visitors	
  

•  As	
  with	
  their	
  U.S.	
  counterparts,	
  Canadian	
  visitors	
  are	
  likely	
  to	
  recommend	
  Maine	
  as	
  a	
  
travel	
  des;na;on	
  to	
  their	
  friends	
  and	
  family.	
  	
  	
  

59%	
   63%	
   62%	
   68%	
  

33%	
   29%	
   34%	
   28%	
  

7%	
   7%	
   3%	
   3%	
  
<1%	
   1%	
  

<1%	
  
<1%	
  

Net	
  2009	
  (Base=515)	
   Net	
  2010	
  (Base=502)	
   Net	
  2009	
  (Base=208)	
   Net	
  2010	
  (Base=187)	
  

Likely	
  to	
  Recommend	
  

Definitely	
  will	
  not	
  
Probably	
  will	
  not	
  
Might	
  or	
  might	
  not	
  
Probably	
  will	
  
Definitely	
  will	
  

Regional	
  Q38,	
  Day	
  Q19b.	
  	
  How	
  likely	
  will	
  you	
  be	
  to	
  recommend	
  Maine	
  as	
  a	
  vacaCon	
  desCnaCon	
  to	
  friends	
  or	
  relaCves?	
  	
  
	
  

  

Overnight Day 

2010	
  Annual	
  Report	
  

notes	
  significant	
  difference	
  at	
  95%	
  confidence	
  level 
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Future	
  Travel	
  in	
  Maine	
  
•  While	
  likelihood	
  to	
  recommend	
  is	
  strong	
  among	
  Canadian	
  visitors,	
  likelihood	
  to	
  return	
  is	
  

even	
  stronger,	
  with	
  more	
  than	
  9	
  in	
  10	
  repor;ng	
  that	
  they	
  will	
  probably	
  or	
  definitely	
  
travel	
  to	
  Maine	
  in	
  the	
  future.	
  

69%	
  
78%	
   83%	
  

89%	
  

24%	
  
18%	
  

13%	
  
7%	
  

7%	
   4%	
   3%	
   1%	
  
<1%	
  

1%	
  
<1%	
  

<1%	
  
2%	
  

Net	
  2009	
  (Base=515)	
   Net	
  2010	
  (Base=502)	
   Net	
  2009	
  (Base=208)	
   Net	
  2010	
  (Base=187)	
  

Future	
  Travel	
  in	
  Maine	
  

Definitely	
  will	
  not	
  
Probably	
  will	
  not	
  
Might	
  or	
  might	
  not	
  
Probably	
  will	
  
Definitely	
  will	
  

Regional	
  Q37,	
  Day	
  Q19.	
  	
  How	
  likely	
  will	
  you	
  be	
  to	
  travel	
  in	
  Maine	
  in	
  the	
  future/take	
  a	
  day	
  
	
  trip	
  in	
  Maine	
  in	
  the	
  future?	
  	
  
	
  

  

Overnight Day 

2010	
  Annual	
  Report	
  

<>	
  notes	
  significant	
  difference	
  at	
  95%	
  confidence	
  level 
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Conclusions 



Conclusions  
Opportuni:es:	
  
•  Buoyed	
  by	
  a	
  strong	
  summer,	
  and	
  helped	
  also	
  by	
  an	
  improved	
  winter	
  season,	
  Maine	
  saw	
  a	
  7%	
  

increase	
  in	
  overnight	
  visitor	
  trips	
  in	
  2010	
  compared	
  to	
  2009.	
  	
  Certainly	
  improved	
  weather	
  
and	
  a	
  steadying	
  economy	
  helped	
  the	
  tourism	
  season,	
  but	
  there	
  are	
  also	
  signs	
  that	
  Maine’s	
  
marke;ng	
  efforts	
  are	
  paying	
  off.	
  

•  Importantly,	
  while	
  the	
  overall	
  increase	
  in	
  Maine	
  travel	
  is	
  good	
  news,	
  the	
  increase	
  in	
  the	
  
share	
  of	
  new	
  visitors	
  creates	
  even	
  more	
  reason	
  for	
  op;mism.	
  	
  The	
  net	
  impact	
  is	
  a	
  
measureable	
  improvement	
  in	
  Maine’s	
  success	
  in	
  aQrac;ng	
  first	
  ;me	
  visitors	
  to	
  the	
  state.	
  	
  
Given	
  the	
  posi;ve	
  experiences	
  of	
  these	
  visitors,	
  the	
  value	
  in	
  their	
  word	
  of	
  mouth	
  and	
  repeat	
  
visita;on	
  will	
  con;nue	
  to	
  provide	
  benefits	
  for	
  Maine’s	
  tourism	
  industry	
  in	
  the	
  future.	
  

•  We	
  have	
  dispropor;onately	
  been	
  aQrac;ng	
  new	
  visita;on	
  from	
  the	
  Mid-­‐Atlan;c	
  region	
  over	
  
Eastern	
  Canada	
  –	
  demonstra;ng	
  that	
  this	
  Mid-­‐Atlan;c	
  market	
  is	
  recep;ve	
  to	
  a	
  Maine	
  
message.	
  	
  The	
  Eastern	
  Canadian	
  market,	
  conversely,	
  is	
  more	
  made	
  up	
  of	
  long-­‐;me	
  visitors	
  to	
  
the	
  state.	
  	
  An	
  opportunity	
  exists	
  to	
  reinvigorate	
  this	
  market	
  and	
  drive	
  fresh	
  visita;on	
  from	
  it.	
  	
  
This	
  is	
  par;cularly	
  important	
  as	
  the	
  core	
  Canadian	
  visitors	
  age	
  Maine	
  will	
  need	
  to	
  aQract	
  
young	
  visitors	
  to	
  ensure	
  strong	
  Canadian	
  visita;on	
  in	
  the	
  future.	
  

•  Outdoor	
  ac;vi;es	
  and	
  shopping	
  con;nue	
  to	
  be	
  two	
  of	
  the	
  most	
  important	
  visita;on	
  ac;vi;es	
  
in	
  the	
  state.	
  Both	
  of	
  these	
  ac;vi;es	
  remained	
  the	
  most	
  widely	
  cited	
  trip	
  ac;vi;es	
  for	
  
overnight	
  and	
  day	
  visitors	
  	
  to	
  the	
  state	
  in	
  2010.	
  Canadians	
  remain	
  a	
  cri;cal	
  shopping	
  
audience	
  throughout	
  the	
  state,	
  while	
  New	
  Englanders	
  from	
  outside	
  of	
  Maine	
  remain	
  a	
  prime	
  
audience	
  for	
  outdoor	
  ac;vi;es.	
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Conclusions 
Challenges:	
  
•  As	
  the	
  economy	
  con;nues	
  its	
  slow	
  recovery,	
  travelers	
  are	
  s;ll	
  reluctant	
  to	
  spend	
  at	
  the	
  same	
  

levels	
  seen	
  before	
  the	
  recession.	
  	
  Maine	
  is	
  considered	
  by	
  many	
  of	
  its	
  visitors	
  to	
  provide	
  good	
  
value,	
  but	
  this	
  value	
  image	
  is	
  seen	
  more	
  strongly	
  among	
  repeat	
  visitors	
  as	
  compared	
  to	
  new.	
  	
  
Therefore,	
  the	
  state	
  will	
  need	
  to	
  con;nue	
  to	
  find	
  ways	
  to	
  offer	
  an	
  excellent	
  experience	
  at	
  a	
  
reasonable	
  price	
  both	
  to	
  aQract	
  the	
  spending	
  averse,	
  and	
  to	
  assure	
  that	
  value	
  percep;ons	
  do	
  
not	
  dissuade	
  repeat	
  visita;on	
  among	
  those	
  we	
  have	
  successfully	
  brought	
  in.	
  	
  	
  

	
  
•  Thus	
  far	
  in	
  2011,	
  Maine	
  has	
  been	
  fortunate	
  to	
  have	
  had	
  great	
  summer	
  weather.	
  	
  However,	
  

the	
  Maine	
  tourism	
  market	
  can	
  be	
  at	
  risk	
  if	
  mother	
  nature	
  does	
  not	
  cooperate.	
  	
  It	
  will	
  be	
  
important	
  to	
  con;nue	
  to	
  enhance	
  Maine’s	
  reputa;on	
  as	
  a	
  des;na;on	
  with	
  lots	
  to	
  do,	
  to	
  
mi;gate	
  any	
  risk	
  in	
  the	
  eyes	
  of	
  travelers	
  that	
  a	
  planned	
  trip	
  to	
  Maine	
  would	
  be	
  anything	
  less	
  
than	
  a	
  great	
  experience	
  under	
  any	
  weather	
  condi;ons.	
  

•  Addi;onally,	
  while	
  the	
  strength	
  of	
  the	
  Canadian	
  dollar	
  has	
  been	
  a	
  great	
  help	
  in	
  aQrac;ng	
  
Canadian	
  shoppers	
  to	
  Maine,	
  it	
  will	
  be	
  important	
  to	
  ensure	
  that	
  Canadians	
  are	
  aware	
  and	
  
excited	
  about	
  all	
  of	
  the	
  benefits	
  of	
  a	
  Maine	
  vaca;on,	
  as	
  we	
  will	
  rely	
  on	
  this	
  important	
  market	
  
to	
  con;nue	
  to	
  bring	
  happy	
  travelers	
  to	
  Maine	
  in	
  the	
  future.	
  

Business	
  Travelers:	
  
•  As	
  business	
  people	
  are	
  increasingly	
  seeking	
  to	
  learn	
  about	
  our	
  des;na;on	
  while	
  here	
  for	
  

work,	
  aQrac;ng	
  more	
  business	
  travel	
  could	
  lead	
  to	
  more	
  trip	
  extensions	
  (business/leisure	
  
combina;on	
  trips)	
  or	
  drive	
  interest	
  for	
  future	
  leisure	
  explora;on	
  of	
  the	
  state.	
  	
  Concerted	
  
effort	
  with	
  mee;ng	
  planners	
  could	
  prove	
  frui�ul	
  to	
  expanding	
  this	
  travel	
  category.	
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Appendix: Regional Insights 



Regional Insights: 
The Maine Beaches 



Overnight	
  Leisure	
  Visitor	
  Demographics:	
  
The	
  Maine	
  Beaches	
  
•  The	
  demographic	
  profile	
  of	
  overnight	
  leisure	
  visitors	
  to	
  the	
  Maine	
  Beaches	
  did	
  not	
  

experience	
  any	
  sta;s;cally	
  significant	
  year-­‐over-­‐year	
  changes	
  between	
  2009	
  and	
  2010.	
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2010	
  Annual	
  Report	
  

Maine	
  Leisure	
  
(Base=1,466)	
  

2009	
  
(Base=438)	
  

2010	
  
(Base=410)	
  

Mean	
  Age	
   45.2	
   45.6	
   48.2	
  

<	
  35	
   28%	
   25%	
   19%	
  

35	
  -­‐	
  44	
   19%	
   21%	
   19%	
  

45	
  -­‐	
  54	
   24%	
   21%	
   27%	
  

55	
  +	
   30%	
   33%	
   34%	
  

Mean	
  Income	
   $106,700	
   $102,700	
   $104,300	
  

<	
  $50,000	
   11%	
   8%	
   10%	
  

$50,000	
  -­‐	
  $99,000	
   37%	
   36%	
   38%	
  

$100,000	
  +	
   36%	
   37%	
   37%	
  

Female	
   47%	
   47%	
   53%	
  

College	
  Degree	
  or	
  
Higher	
   76%	
   73%	
   71%	
  

Married	
   61%	
   62%	
   64%	
  

Employed	
  Full	
  Time	
   60%	
   57%	
   56%	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Overnight	
  Leisure	
  Visitor	
  Residence:	
  	
  
The	
  Maine	
  Beaches	
  
	
  

<.5%	
  

1%	
  

<.5%	
  

1%	
  

2%	
  

2%	
  

2%	
  

3%	
  

3%	
  

5%	
  

7%	
  

10%	
  

10%	
  

11%b	
  

12%	
  

32%	
  

1%	
  

<.5%	
  

1%	
  

2%	
  

1%	
  

2%	
  

2%	
  

3%	
  

3%	
  

3%	
  

6%	
  

8%	
  

10%	
  

8%	
  

22%c	
  

27%	
  

<.5%	
  

3%	
  

2%	
  

2%	
  

5%	
  

2%	
  

4%	
  

9%	
  

2%	
  

7%	
  

5%	
  

8%	
  

7%	
  

4%	
  

19%	
  

21%	
  

0%	
   10%	
   20%	
   30%	
  

Nova	
  Sco;a	
  

Washington,	
  D.C.	
  

Maryland	
  

Delaware	
  

Maine	
  

Rhode	
  Island	
  

Pennsylvania	
  

New	
  Brunswick	
  

Vermont	
  

New	
  Jersey	
  

New	
  Hampshire	
  

Ontario	
  

Connec;cut	
  

Quebec	
  

New	
  York	
  

MassachuseQs	
  

Maine	
  Leisure	
  (Base	
  =	
  1,466)	
   2009	
  (Base=438)	
  b	
   2010	
  (Base=410)	
  c	
  

•  Approximately	
  one-­‐third	
  of	
  overnight	
  leisure	
  visitors	
  to	
  the	
  Maine	
  Beaches	
  in	
  2010	
  are	
  
from	
  MassachuseQs,	
  making	
  this	
  the	
  largest	
  source	
  of	
  overnight	
  visitors	
  to	
  the	
  region.	
  
It’s	
  also	
  notable	
  to	
  men;on	
  that	
  there	
  were	
  significant	
  year-­‐over-­‐year	
  increases	
  in	
  the	
  
percentage	
  of	
  overnight	
  visitors	
  to	
  this	
  region	
  from	
  Quebec	
  and	
  a	
  year-­‐over-­‐year	
  
decrease	
  in	
  the	
  propor;on	
  of	
  overnight	
  visitors	
  from	
  New	
  York.	
  

State/Province	
  of	
  residence.	
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2010	
  Annual	
  Report	
  

Base:	
  People	
  who	
  Live	
  in	
  New	
  England,	
  NJ,	
  NY,	
  PA,	
  DE,	
  MD,	
  DC,	
  and	
  Eastern	
  Canada	
  

a,	
  b,	
  c	
  notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Primary	
  Purpose	
  of	
  Overnight	
  Leisure	
  Trips:	
  
The	
  Maine	
  Beaches	
  
	
  

20%	
  

3%	
  

6%	
  

19%	
  

23%	
  

29%	
  

16%	
  

2%	
  

7%	
  

14%	
  

29%	
  

32%	
  

11%	
  

4%	
  

11%	
  

16%	
  

27%	
  

32%	
  

0%	
   10%	
   20%	
   30%	
   40%	
   50%	
   60%	
   70%	
  

Other	
  

Cultural/Heritage	
  Tourism	
  

Special	
  Event	
  

Shopping	
  

Touring	
  

Outdoor	
  Recrea;on	
  

Primary	
  Purpose	
  of	
  Overnight	
  Leisure	
  Trips	
  
	
  

Maine	
  Leisure	
  (Base	
  =1,466)	
   2009	
  (Base=438)	
   2010	
  (Base=410)	
  

•  Slightly	
  less	
  than	
  three	
  in	
  ten	
  overnight	
  leisure	
  visitors	
  to	
  Maine	
  reported	
  that	
  the	
  
primary	
  purpose	
  of	
  their	
  trip	
  was	
  outdoor	
  recrea;on	
  -­‐-­‐	
  which	
  would	
  include	
  spending	
  
;me	
  on	
  the	
  beach.	
  This	
  was	
  followed	
  closely	
  by	
  touring	
  and	
  shopping.	
  

Regional	
  Q7.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  leisure	
  trip	
  in	
  Maine?	
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notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Overnight	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
The	
  Maine	
  Beaches	
  
•  The	
  top	
  overnight	
  leisure	
  trip	
  ac;vi;es	
  for	
  the	
  Maine	
  Beaches	
  remained	
  stable	
  between	
  

2009	
  and	
  2010	
  with	
  the	
  excep;on	
  of	
  increases	
  in	
  shopping	
  and	
  searching	
  for	
  local	
  
cuisine.	
  	
  

66%	
  
60%	
  

54%	
  

44%	
  
38%	
  

33%	
  

17%	
   17%	
   18%	
  
13%	
  

71%	
  
65%	
  

59%	
  

39%	
  
33%	
  

29%	
  

15%	
  
10%	
   9%	
   11%	
  

82%	
  

64%	
  
61%	
  

40%	
   41%	
   42%	
  

13%	
   11%	
  
14%	
   16%	
  

0%	
  

20%	
  

40%	
  

60%	
  

80%	
  

100%	
  

Shopping	
  
(NET)	
  

Outdoor	
  
ac;vi;es	
  (NET)	
  

Res;ng,	
  
relaxing	
  

Sightseeing	
   Driving	
  for	
  
pleasure	
  

Searching	
  for	
  
local	
  cuisine	
  

Visi;ng	
  friends	
  
and	
  family	
  

Wildlife	
  
viewing	
  

Visi;ng	
  
historic	
  sites	
  

Nightlife/	
  
evening	
  

entertainment	
  

	
  
	
  

Maine	
  Leisure	
  (Base	
  =1,466)	
   2009	
  (Base=438)	
   2010	
  (Base=410)	
  

Top	
  Trip	
  Ac?vi?es	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Overnight	
  Leisure	
  Outdoor	
  Ac?vi?es:	
  
The	
  Maine	
  Beaches	
  
•  Not	
  surprisingly,	
  half	
  of	
  the	
  overnight	
  visitors	
  to	
  the	
  Maine	
  Beaches	
  went	
  to	
  the	
  beach.	
  	
  

Swimming	
  was	
  also	
  a	
  popular	
  ac;vity	
  among	
  these	
  visitors,	
  although	
  outdoor	
  swimming	
  
is	
  down	
  slightly	
  from	
  2009.	
  	
  	
  	
  

1%	
  

1%	
  

<1%	
  

1%	
  

3%	
  

3%	
  

4%	
  

4%	
  

6%	
  

9%	
  

21%	
  

22%	
  

48%	
  

1%	
  

2%	
  

<1%	
  

<1%	
  

4%	
  

1%	
  

3%	
  

3%	
  

4%	
  

8%	
  

29%	
  

24%	
  

3%	
  

3%	
  

1%	
  

1%	
  

7%	
  

4%	
  

4%	
  

3%	
  

9%	
  

21%	
  

15%	
  

14%	
  

26%	
  

0%	
   20%	
   40%	
   60%	
  

Motor	
  boa;ng	
  

Sailing	
  

Snowshoeing	
  

Water	
  skiing/	
  jet	
  skiing	
  

Kayaking	
  

Lake,	
  stream,	
  or	
  river	
  fishing	
  

Golfing	
  

Ocean	
  fishing	
  

Biking	
  

Hiking	
  or	
  climbing	
  

Outdoor	
  swimming	
  

Pool	
  swimming	
  

Going	
  to	
  the	
  beach	
  
	
  

	
  

Maine	
  Leisure	
  (Base	
  =1,466)	
   2009	
  (Base=438)	
   2010	
  (Base=410)	
  

Top	
  Outdoor	
  Ac?vi?es	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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Shopping	
  Ac?vi?es	
  

Maine	
  
Leisure	
  
(n=1,466)	
  

	
  
a	
  

The	
  Maine	
  
Beaches	
  
2009	
  

(n=438)	
  
b	
  

The	
  Maine	
  
Beaches	
  
2010	
  

(n=410)	
  
c	
  

Outlet	
  shopping	
   34%	
   43%	
   50%	
  

General	
  
Shopping	
   32%	
   32%	
   39%	
  

Shopping	
  for	
  
gins	
  or	
  souvenirs	
   32%	
   41%	
   39%	
  

Shopping	
  for	
  
an;ques,	
  arts,	
  
crans	
  

17%	
   20%	
   23%	
  

New to survey in 2010 

or	
  a,	
  b,	
  c	
  notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Overnight	
  Leisure	
  Visitor	
  Towns	
  &	
  Ci?es	
  
Visited:	
  The	
  Maine	
  Beaches	
  

Regional	
  Q31:	
  Within	
  the	
  region	
  you	
  visited,	
  what	
  specific	
  towns	
  or	
  ciCes	
  did	
  you	
  visit?	
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Within the region you visited, what specific towns or 
cities did you visit?  

Percent of visitors to region 

2010	
  Annual	
  Report	
  

3%	
  

3%	
  

4%	
  

18%	
  

20%	
  

24%	
  

33%	
  

37%	
  

41%	
  

42%	
  

47%	
  

52%	
  

4%	
  

4%	
  

3%	
  

13%	
  

15%	
  

32%	
  

29%	
  

35%	
  

38%	
  

42%	
  

48%	
  

48%	
  

0%	
   20%	
   40%	
   60%	
   80%	
  

South	
  Berwick	
  

Berwick	
  

Sanford	
  

Biddeford	
  

Saco	
  

Kennebunk	
  

Old	
  Orchard	
  Beach	
  

Wells	
  

York	
  

Kennebunkport	
  

Ogunquit	
  

KiQery	
  

2009	
  (Base=438)	
   2010	
  (Base=410)	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Day	
  Leisure	
  Visitor	
  Demographics:	
  
The	
  Maine	
  Beaches	
  
•  Day	
  visitors	
  to	
  the	
  Maine	
  Beaches	
  in	
  2010	
  skewed	
  a	
  bit	
  older	
  than	
  in	
  2009.	
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Maine	
  Leisure	
  
(Base=1,175)	
  

2009	
  
(Base=473)	
  

b	
  

2010	
  
(Base=504)	
  

c	
  

Mean	
  Age	
   46.8	
   43.8	
   47.1b	
  

<	
  35	
   27%	
   35%	
   28%	
  

35	
  -­‐	
  44	
   17%	
   14%	
   17%	
  

45	
  -­‐	
  54	
   20%	
   24%	
   16%	
  

55	
  +	
   36%	
   28%	
   40%	
  

Mean	
  Income	
   $92,950	
   $96,700	
   $98,130	
  

<	
  $50,000	
   21%	
   19%	
   19%	
  

$50,000	
  -­‐	
  $99,000	
   43%	
   43%	
   41%	
  

$100,000	
  +	
   36%	
   38%	
   40%	
  

Female	
   51%	
   54%	
   51%	
  

College	
  Degree	
  or	
  
Higher	
   73%	
   75%	
   74%	
  

Married	
   62%	
   57%	
   61%	
  

Employed	
  Full	
  Time	
   58%	
   64%	
   57%	
  

a,b,c	
  notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Day	
  Leisure	
  Visitor	
  Residence:	
  	
  
The	
  Maine	
  Beaches	
  
	
  

0%	
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3%	
  

8%	
  

20%	
  

62%	
  	
  

1%	
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3%	
  

2%	
  

4%	
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23%	
  

54%	
  

<1%	
  

10%	
  

1%	
  

2%	
  

3%	
  

34%	
  

14%	
  

36%	
  

0%	
   20%	
   40%	
   60%	
   80%	
  

Nova	
  Sco;a	
  

New	
  Brunswick	
  

Vermont	
  

Rhode	
  Island	
  

Quebec	
  

Maine	
  

New	
  Hampshire	
  

MassachuseQs	
  

Maine	
  Leisure	
  (Base	
  =1,175)	
   2009	
  (Base=473)	
  b	
   2010	
  (Base=504)	
  c	
  

•  More	
  than	
  three	
  of	
  five	
  day	
  visitors	
  to	
  the	
  Maine	
  Beaches	
  region	
  are	
  from	
  
MassachuseQs,	
  likely	
  related	
  to	
  the	
  high	
  popula;on	
  in	
  that	
  state	
  in	
  conjunc;on	
  with	
  its	
  
close	
  proximity	
  to	
  the	
  region.	
  It’s	
  important	
  to	
  note	
  here	
  that	
  MassachuseQs	
  was	
  also	
  
the	
  largest	
  source	
  of	
  overnight	
  visitors	
  to	
  this	
  region,	
  underscoring	
  the	
  importance	
  of	
  
MassachuseQs	
  to	
  overall	
  visita;on	
  to	
  the	
  Maine	
  Beaches.	
  

Day	
  Q1A.	
  In	
  what	
  State	
  or	
  Province	
  do	
  you	
  reside?	
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a,b,c	
  notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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8%	
  

<0.5%	
  

4%	
  

11%	
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47%	
  b	
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26%	
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Other	
  

Cultural/Heritage	
  Tourism	
  

Special	
  Event	
  

Touring	
  

Outdoor	
  Recrea;on	
  

Shopping	
  

Primary	
  Purpose	
  of	
  Day	
  Leisure	
  Trips	
  
	
  

Maine	
  Leisure	
  (Base	
  =1,175)	
   2009	
  (Base=473)	
  a	
   2010	
  (Base=504)	
  b	
  

Primary	
  Purpose	
  of	
  Day	
  Leisure	
  Trips:	
  
The	
  Maine	
  Beaches	
  
	
   •  While	
  outdoor	
  recrea;on	
  was	
  the	
  top	
  primary	
  leisure	
  trip	
  purpose	
  among	
  overnight	
  

visitors	
  to	
  the	
  Maine	
  Beaches,	
  shopping	
  was	
  the	
  top	
  leisure	
  trip	
  purpose	
  among	
  day	
  
visitors	
  despite	
  experiencing	
  a	
  significant	
  decrease	
  in	
  2010.	
  	
  	
  

Day	
  Q3.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  leisure	
  trip	
  in	
  Maine?	
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a,b	
  notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Day	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
The	
  Maine	
  Beaches	
  
•  Underscoring	
  the	
  importance	
  of	
  shopping	
  as	
  a	
  day	
  leisure	
  trip	
  ac;vity	
  for	
  the	
  Maine	
  

Beaches	
  region,	
  nearly	
  seven	
  in	
  ten	
  day	
  visitors	
  to	
  the	
  region	
  reported	
  that	
  they	
  went	
  
shopping	
  during	
  their	
  day	
  visit.	
  Aside	
  from	
  shopping,	
  slightly	
  less	
  than	
  half	
  of	
  leisure	
  day	
  
visitors	
  reported	
  that	
  they	
  engaged	
  in	
  outdoor	
  recrea;on	
  ac;vi;es	
  and/or	
  res;ng/
relaxing	
  while	
  on	
  their	
  leisure	
  day	
  trip	
  to	
  Southern	
  Maine.	
  

63%	
  

36%	
   35%	
  
30%	
  

22%	
  
27%	
  

10%	
   9%	
   11%	
  
7%	
  

70%	
  

43%	
  

34%	
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19%	
  

33%	
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14%	
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69%	
  

44%	
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33%	
  

27%	
   26%	
  

14%	
  

7%	
   6%	
   6%	
  

0%	
  

20%	
  

40%	
  

60%	
  

80%	
  

Shopping	
  
(NET)	
  

Outdoor	
  
ac;vi;es	
  (NET)	
  

Res;ng,	
  
relaxing,	
  
unwinding	
  

Sightseeing	
   Searching	
  for	
  
local	
  cuisine	
  

Driving	
  for	
  
pleasure	
  

Trying	
  to	
  find	
  
the	
  best	
  

lobster	
  roll	
  

Exploring	
  State	
  
and	
  Na;onal	
  

Parks	
  

Visi;ng	
  friends	
  
and	
  family	
  

Viewing	
  fall	
  
colors	
  

	
  
	
  

Maine	
  Leisure	
  (Base	
  =1,175)	
   2009	
  (Base=473)	
  b	
   2010	
  (Base=504)	
  c	
  

Top	
  Trip	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  your	
  most	
  recent	
  trip	
  in	
  Maine?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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a,b,c	
  notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Day	
  Leisure	
  Outdoor	
  Ac?vi?es:	
  The	
  Maine	
  
Beaches	
  
•  Day	
  visitors	
  to	
  the	
  Maine	
  Beaches	
  in	
  2010	
  were	
  more	
  likely	
  to	
  hike	
  or	
  climb	
  than	
  in	
  

2009,	
  and	
  somewhat	
  less	
  likely	
  to	
  spend	
  ;me	
  canoeing.	
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<.5%	
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3%	
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14%	
  

1%	
  

1%	
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<.5%	
  

1%	
  

<.5%	
  

1%	
  

0%	
  

3%	
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2%	
  

2%	
  

4%	
  

8%	
  

11%	
  

19%	
  

0%	
   5%	
   10%	
   15%	
   20%	
   25%	
   30%	
   35%	
  

Water	
  skiing/	
  jet	
  skiing	
  
Sailing	
  

Motor	
  boa;ng	
  
Riding	
  all	
  terrain	
  vehicles	
  

Snowmobiling	
  
Ice	
  fishing	
  

Downhill	
  skiing/	
  snowboarding	
  
Hun;ng	
  

Cross	
  country	
  skiing	
  
Snowshoeing	
  

Lake,	
  stream,	
  or	
  river	
  fishing	
  
White	
  water	
  raning	
  

Canoeing	
  
Kayaking	
  
Golfing	
  

Ocean	
  fishing	
  
Biking	
  

Pool	
  swimming	
  
Hiking	
  or	
  climbing	
  

Outdoor	
  swimming	
  
Going	
  to	
  the	
  beach	
   	
  

	
  

Maine	
  Leisure	
  (Base	
  =1,175)	
   2009	
  (Base=473)	
   2010	
  (Base=504)	
  

Top	
  Outdoor	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  your	
  most	
  recent	
  trip	
  in	
  Maine?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

Maine	
  
Leisure	
  
(n=1,175)	
  

The	
  Maine	
  
Beaches	
  
2009	
  

(n=473)	
  

The	
  Maine	
  
Beaches	
  
2010	
  

(n=504)	
  

Outlet	
  shopping	
   30%	
   49%	
   44%	
  

General	
  
Shopping	
   28%	
   26%	
   24%	
  

Shopping	
  for	
  
gins	
  or	
  
souvenirs	
  

22%	
   20%	
   24%	
  

Shopping	
  for	
  
an;ques,	
  arts,	
  
crans	
  

14%	
   17%	
   16%	
  

New to survey in 2010 



Day	
  Leisure	
  Visitor	
  Towns	
  &	
  Ci?es	
  Visited:	
  	
  
The	
  Maine	
  Beaches	
  

Day	
  Q12:	
  Within	
  the	
  region,	
  what	
  specific	
  towns	
  or	
  ciCes	
  did	
  you	
  visit?	
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Within the region you visited, what specific towns or 
cities did you visit?  

Percent of visitors to region 

2010	
  Annual	
  Report	
  

2%	
  

6%	
  

8%	
  

14%	
  

21%	
  

22%	
  

25%	
  

40%	
  

43%	
  

54%	
  

5%	
  

8%	
  

9%	
  

16%	
  

25%	
  

33%	
  

28%	
  

35%	
  

42%	
  

57%	
  

0%	
   20%	
   40%	
   60%	
   80%	
  

South	
  Berwick	
  

Biddeford	
  

Saco	
  

Kennebunk	
  

Old	
  Orchard	
  Beach	
  

Kennebunkport	
  

Wells	
  

Ogunquit	
  

York	
  

KiQery	
  

2009	
  (Base=473)	
   2010	
  (Base=504)	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Regional Insights: 
Greater Portland and Casco Bay 



Overnight	
  Leisure	
  Visitor	
  Demographics:	
  
Greater	
  Portland	
  &	
  Casco	
  Bay	
  
•  Overnight	
  leisure	
  visitors	
  to	
  Greater	
  Portland	
  have	
  a	
  rela;vely	
  high	
  income	
  level	
  and	
  are	
  

highly	
  educated.	
  Demographic	
  measures	
  were	
  sta;s;cally	
  stable	
  from	
  2009	
  to	
  2010.	
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Maine	
  Leisure	
  
(Base=1,466)	
  

2009	
  
(Base=172)	
  

2010	
  
(Base=174)	
  

Mean	
  Age	
   45.2	
   46.8	
   44.9	
  

<	
  35	
   28%	
   26%	
   25%	
  

35	
  -­‐	
  44	
   19%	
   16%	
   21%	
  

45	
  -­‐	
  54	
   24%	
   23%	
   26%	
  

55	
  +	
   30%	
   35%	
   28%	
  

Mean	
  Income	
   $106,700	
   $112,300	
   $116,100	
  

<	
  $50,000	
   11%	
   12%	
   7%	
  

$50,000	
  -­‐	
  $99,000	
   37%	
   30%	
   35%	
  

$100,000	
  +	
   36%	
   35%	
   38%	
  

Female	
   47%	
   42%	
   49%	
  

College	
  Degree	
  or	
  
Higher	
   76%	
   78%	
   80%	
  

Married	
   61%	
   70%	
   60%	
  

Employed	
  Full	
  Time	
   60%	
   63%	
   70%	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Overnight	
  Leisure	
  Visitor	
  Residence:	
  	
  
Greater	
  Portland	
  &	
  Casco	
  Bay	
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1%	
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2%	
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1%	
  

3%	
  

5%	
  

4%	
  

8%	
  

8%	
  

8%	
  

4%	
  

6%	
  

17%	
  

14%	
  

18%	
  

<.5%	
  

4%	
  

2%	
  

2%	
  

4%	
  

2%	
  

3%	
  

2%	
  

8%	
  

5%	
  

5%	
  

7%	
  

7%	
  

9%	
  

19%	
  

21%	
  

0%	
   10%	
   20%	
   30%	
  

Nova	
  Sco;a	
  

Quebec	
  

Delaware	
  

Rhode	
  Island	
  

Pennsylvania	
  

Vermont	
  

Washington	
  DC	
  

Maryland	
  

Ontario	
  

New	
  Hampshire	
  

Maine	
  

New	
  Jersey	
  

Connec;cut	
  

New	
  Brunswick	
  

New	
  York	
  

MassachuseQs	
  

Maine	
  Leisure	
  (Base	
  =	
  1,466)	
   2009	
  (Base=172)	
   2010	
  (Base=174)	
  

•  MassachuseQs,	
  New	
  York,	
  and	
  New	
  Brunswick	
  are	
  the	
  top	
  three	
  areas	
  of	
  residence	
  for	
  
overnight	
  leisure	
  visitors	
  to	
  Greater	
  Portland.	
  It	
  is	
  important	
  to	
  note	
  that	
  there	
  was	
  a	
  
sta;s;cally	
  significant	
  year-­‐over-­‐year	
  increase	
  in	
  the	
  percentage	
  of	
  overnight	
  leisure	
  
visitors	
  to	
  Greater	
  Portland	
  from	
  New	
  York.	
  In	
  contrast,	
  there	
  were	
  significant	
  decreases	
  
in	
  the	
  percent	
  of	
  overnight	
  leisure	
  visitors	
  to	
  this	
  region	
  from	
  Ontario	
  and	
  Delaware.	
  

State/Province	
  of	
  residence.	
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Base:	
  People	
  who	
  Live	
  in	
  New	
  England,	
  NJ,	
  NY,	
  PA,	
  DE,	
  MD,	
  DC,	
  and	
  Eastern	
  Canada	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Primary	
  Purpose	
  of	
  Overnight	
  Leisure	
  Trips:	
  
Greater	
  Portland	
  &	
  Casco	
  Bay	
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43%	
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   40%	
   50%	
   60%	
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Other	
  

Cultural/Heritage	
  Tourism	
  

Outdoor	
  Recrea;on	
  

Touring	
  

Special	
  Event	
  

Shopping	
  

Primary	
  Purpose	
  of	
  Overnight	
  Leisure	
  Trips	
  
	
  

Maine	
  Leisure	
  (Base	
  =	
  1,466)	
   2009	
  (Base=172)	
   2010	
  (Base=174)	
  

•  Over	
  one-­‐quarter	
  of	
  overnight	
  leisure	
  visitors	
  to	
  Greater	
  Portland	
  reported	
  that	
  
shopping	
  was	
  the	
  primary	
  purpose	
  of	
  their	
  visit,	
  making	
  this	
  the	
  most	
  widely	
  cited	
  
primary	
  trip	
  purpose	
  among	
  this	
  group.	
  Notably,	
  trips	
  to	
  Greater	
  Portland	
  for	
  special	
  
events	
  increased	
  significantly	
  from	
  2009	
  to	
  2010	
  while	
  touring	
  decreased.	
  

Regional	
  Q7.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  leisure	
  trip	
  in	
  Maine?	
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notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Overnight	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
Greater	
  Portland	
  &	
  Casco	
  Bay	
  
•  Consistent	
  with	
  trip	
  purpose,	
  the	
  most	
  widely	
  cited	
  ac;vity	
  in	
  Greater	
  Portland	
  was	
  

shopping.	
  This	
  is	
  likely	
  a	
  reflec;on	
  of	
  the	
  wide	
  spectrum	
  of	
  shopping	
  available	
  in	
  this	
  
region,	
  including	
  Freeport,	
  the	
  Old	
  Port,	
  and	
  the	
  Maine	
  Mall	
  in	
  South	
  Portland.	
  

66%	
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44%	
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21%	
  

79%	
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   Searching	
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Driving	
  for	
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Visi;ng	
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sites	
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Nightlife/	
  
evening	
  

entertainment	
  

Exploring	
  State	
  
and	
  Na;onal	
  

Parks	
  

	
  
	
  

Maine	
  Leisure	
  (Base	
  =	
  1,466)	
   2009	
  (Base=172)	
   2010	
  (Base=174)	
  

Top	
  Trip	
  Ac?vi?es	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Overnight	
  Leisure	
  Trip	
  Ac?vi?es:	
  Greater	
  Portland	
  
&	
  Casco	
  Bay	
  	
  

•  Visitors	
  to	
  the	
  Greater	
  Portland	
  and	
  Casco	
  Bay	
  region	
  were	
  more	
  likely	
  to	
  engage	
  in	
  
hiking	
  or	
  climbing	
  in	
  2010	
  than	
  they	
  were	
  in	
  2009.	
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  skiing	
  
Motor	
  boa;ng	
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Water	
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  jet	
  skiing	
  

Canoeing	
  
Golfing	
  

Lake,	
  stream,	
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  river	
  fishing	
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  fishing	
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  swimming	
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Sailing	
  

Pool	
  swimming	
  
Biking	
  

Hiking	
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Going	
  to	
  the	
  beach	
   	
  

	
  

Maine	
  Leisure	
  (Base	
  =1,466)	
   2009	
  (Base=172)	
   2010	
  (Base=174)	
  

New to survey in 2010 

Top	
  Trip	
  Ac?vi?es	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

Shopping	
  Ac?vi?es	
  

Maine	
  
Leisure	
  
(n=1,466)	
  

GP	
  &	
  CB	
  
2009	
  

(n=172)	
  

GP	
  &	
  CB	
  
2010	
  

(n=174)	
  

Outlet	
  shopping	
   34%	
   50%	
   40%	
  

General	
  
Shopping	
   32%	
   38%	
   42%	
  

Shopping	
  for	
  
gins	
  or	
  
souvenirs	
  

32%	
   39%	
   34%	
  

Shopping	
  for	
  
an;ques,	
  arts,	
  
crans	
  

17%	
   8%	
   10%	
  



Overnight	
  Leisure	
  Visitor	
  Towns	
  &	
  Ci?es	
  
Visited:	
  Greater	
  Portland	
  &	
  Casco	
  Bay	
  

Regional	
  Q31:	
  Within	
  the	
  region	
  you	
  visited,	
  what	
  specific	
  towns	
  or	
  ciCes	
  did	
  you	
  visit?	
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Within the region you visited, what specific towns or 
cities did you visit?  

Percent of visitors to region 

2010	
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6%	
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11%	
  

18%	
  

23%	
  

36%	
  

44%	
  

73%	
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46%	
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Peaks	
  Island	
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Cumberland	
  

Falmouth	
  

Scarborough	
  

Cape	
  Elizabeth	
  

South	
  Portland	
  

Freeport	
  

Portland	
  

2009	
  (Base=172)	
   2010	
  (Base=174)	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Day	
  Leisure	
  Visitor	
  Demographics:	
  
Greater	
  Portland	
  &	
  Casco	
  Bay	
  
•  There	
  was	
  a	
  significant	
  year-­‐over-­‐year	
  increase	
  in	
  the	
  average	
  household	
  income	
  of	
  

leisure	
  day	
  visitors	
  to	
  Greater	
  Portland	
  &	
  Casco	
  Bay.	
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Maine	
  Leisure	
  
(Base=1,175)	
  

2009	
  
(Base=186)	
  

2010	
  
(Base=167)	
  

Mean	
  Age	
   46.8	
   45.6	
   46.1	
  

<	
  35	
   27%	
   32%	
   30%	
  

35	
  -­‐	
  44	
   17%	
   15%	
   14%	
  

45	
  -­‐	
  54	
   20%	
   16%	
   22%	
  

55	
  +	
   36%	
   37%	
   34%	
  

Mean	
  Income	
   $92,950	
   $87,400	
   $98,640	
  

<	
  $50,000	
   21%	
   24%	
   19%	
  

$50,000	
  -­‐	
  $99,000	
   43%	
   46%	
   41%	
  

$100,000	
  +	
   36%	
   30%	
   40%	
  

Female	
   51%	
   47%	
   55%	
  

College	
  Degree	
  or	
  
Higher	
   73%	
   80%	
   80%	
  

Married	
   62%	
   54%	
   63%	
  

Employed	
  Full	
  Time	
   58%	
   54%	
   57%	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Day	
  Leisure	
  Visitor	
  Residence:	
  	
  
Greater	
  Portland	
  &	
  Casco	
  Bay	
  
	
  

0%	
  

1%	
  

1%	
  

1%	
  

3%	
  

19%	
  

34%	
  

42%	
  

0%	
  

1%	
  

2%	
  

2%	
  

1%	
  

20%	
  

30%	
  

44%	
  

<.5%	
  

2%	
  

3%	
  

1%	
  

10%	
  

14%	
  

36%	
  

34%	
  

0%	
   20%	
   40%	
   60%	
  

Nova	
  Sco;a	
  

Rhode	
  Island	
  

Quebec	
  

Vermont	
  

New	
  Brunswick	
  

New	
  Hampshire	
  

MassachuseQs	
  

Maine	
  

Maine	
  Leisure	
  (Base	
  =	
  1,175)	
   2009	
  (Base=186)	
   2010	
  (Base=167)	
  

•  While	
  Maine	
  provides	
  the	
  largest	
  percentage	
  of	
  leisure	
  day	
  visitors	
  to	
  Greater	
  Portland,	
  
there	
  is	
  a	
  strong	
  con;ngent	
  traveling	
  from	
  MassachuseQs	
  and	
  New	
  Hampshire.	
  

Day	
  Q1A.	
  In	
  what	
  State	
  or	
  Province	
  do	
  you	
  currently	
  reside?	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Primary	
  Purpose	
  of	
  Day	
  Leisure	
  Trips:	
  
Greater	
  Portland	
  &	
  Casco	
  Bay	
  
	
  

14%	
  

5%	
  

12%	
  

12%	
  

13%	
  

44%	
  

16%	
  

2%	
  

13%	
  

15%	
  

11%	
  

43%	
  

10%	
  

3%	
  

8%	
  

15%	
  

26%	
  

40%	
  

0%	
   10%	
   20%	
   30%	
   40%	
   50%	
   60%	
   70%	
  

Other	
  

Cultural	
  and	
  Heritage	
  Tourism	
  

Special	
  Event	
  

Touring	
  

Outdoor	
  Recrea;on	
  

Shopping	
  

Primary	
  Purpose	
  of	
  Day	
  Leisure	
  Trips	
  
	
  

Maine	
  Leisure	
  (Base=1,175)	
   2009	
  (Base=186)	
   2010	
  (Base=167)	
  

•  Shopping	
  remained	
  the	
  top	
  primary	
  trip	
  purpose	
  of	
  leisure	
  day	
  trips	
  to	
  Greater	
  Portland.	
  	
  

Day	
  Q3.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  leisure	
  trip	
  in	
  Maine?	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Day	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
Greater	
  Portland	
  &	
  Casco	
  Bay	
  
•  Shopping	
  was	
  the	
  most	
  widely	
  cited	
  trip	
  ac;vity	
  among	
  leisure	
  day	
  visitors	
  to	
  Greater	
  

Portland	
  in	
  2010.	
  	
  Secondarily,	
  visitors	
  engaged	
  in	
  driving	
  for	
  pleasure,	
  searching	
  for	
  
local	
  cuisine,	
  and	
  relaxing,	
  as	
  all	
  three	
  are	
  enjoyed	
  by	
  over	
  one-­‐quarter	
  of	
  leisure	
  day	
  
visitors	
  to	
  Greater	
  Portland.	
  

63%	
  

35%	
  

27%	
  
22%	
  

30%	
  
36%	
  

11%	
   10%	
   7%	
  

65%	
  

27%	
  

20%	
   19%	
  

27%	
  

18%	
  

9%	
  
7%	
   8%	
  

74%	
  

28%	
   28%	
   28%	
  
24%	
  

17%	
  
11%	
   10%	
  

4%	
  

0%	
  

20%	
  

40%	
  

60%	
  

80%	
  

Shopping	
  (NET)	
   Res;ng,	
  
relaxing,	
  
unwinding	
  

Driving	
  for	
  
pleasure	
  

Searching	
  for	
  
local	
  cuisine	
  or	
  
dining	
  hot	
  spots	
  

Sightseeing	
   Outdoor	
  
ac;vi;es	
  (NET)	
  

Visi;ng	
  family	
  
and	
  friends	
  

Trying	
  to	
  find	
  
the	
  best	
  lobster	
  

roll	
  

Viewing	
  fall	
  
colors	
  

	
  
	
  

Maine	
  Leisure	
  (Base=1,175)	
   2009	
  (Base=186)	
   2010	
  (Base=167)	
  

Top	
  Trip	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  your	
  most	
  recent	
  trip	
  in	
  Maine?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Day	
  Leisure	
  Trip	
  Ac?vi?es:	
  Greater	
  Portland	
  &	
  
Casco	
  Bay	
  	
  

•  Among	
  	
  leisure	
  day	
  visitors	
  to	
  Greater	
  Portland	
  &	
  Casco	
  Bay,	
  outdoor	
  swimming,	
  going	
  
to	
  the	
  beach,	
  and	
  hiking	
  or	
  climbing	
  were	
  the	
  most	
  popular	
  outdoor	
  ac;vi;es	
  in	
  2010.	
  

0%	
  

0%	
  

0%	
  

0%	
  

0%	
  

0%	
  

0%	
  

<.5%	
  

1%	
  

<.5%	
  

1%	
  

<.5%	
  

<.5%	
  

1%	
  

1%	
  

2%	
  

2%	
  

2%	
  

4%	
  

5%	
  

5%	
  

0%	
  

0%	
  

<.5%	
  

1%	
  

<.5%	
  

<.5%	
  

2%	
  

0%	
  
1%	
  

1%	
  

1%	
  
<.5%	
  

<.5%	
  

<.5%	
  

3%	
  

0%	
  

0%	
  

1%	
  

8%	
  

3%	
  

4%	
  

1%	
  

2%	
  

2%	
  

1%	
  
<.5%	
  

3%	
  
<.5%	
  

2%	
  

1%	
  
1%	
  

1%	
  

<.5%	
  

<.5%	
  

2%	
  

1%	
  

1%	
  

2%	
  

8%	
  
19%	
  

11%	
  

0%	
   2%	
   4%	
   6%	
   8%	
   10%	
   12%	
   14%	
   16%	
   18%	
   20%	
  

Pool	
  swimming	
  
Cross	
  country	
  skiing	
  

Canoeing	
  
Ocean	
  fishing	
  

Sailing	
  
Hun;ng	
  

Lake,	
  stream,	
  or	
  river	
  fishing	
  
Snowmobiling	
  

Biking	
  
White	
  water	
  raning	
  

Downhill	
  skiing/	
  snowboarding	
  
Riding	
  all	
  terrain	
  vehicles	
  

Ice	
  fishing	
  
Snowshoeing	
  

Kayaking	
  
Motor	
  boa;ng	
  

Water	
  skiing/	
  jet	
  skiing	
  
Golfing	
  

Hiking	
  or	
  climbing	
  
Going	
  to	
  the	
  beach	
  
Outdoor	
  swimming	
   	
  

	
  

Maine	
  Leisure	
  (Base=1,175)	
   2009	
  (Base=186)	
   2010	
  (Base=167)	
  

Outdoor	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  your	
  most	
  recent	
  trip	
  in	
  Maine?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

New to survey in 2010 

Maine	
  
Leisure	
  
(n=1,175)	
  

GP	
  &	
  CB	
  
2009	
  

(n=186)	
  

GP	
  &	
  CB	
  
2010	
  

(n=167)	
  

General	
  
Shopping	
   28%	
   30%	
   35%	
  

Outlet	
  shopping	
   30%	
   33%	
   33%	
  

Shopping	
  for	
  
gins	
  or	
  
souvenirs	
  

22%	
   24%	
   28%	
  

Shopping	
  for	
  
an;ques,	
  arts,	
  
crans	
  

14%	
   8%	
   18%	
  



Day	
  Leisure	
  Visitor	
  Towns	
  &	
  Ci?es	
  Visited:	
  
Greater	
  Portland	
  &	
  Casco	
  Bay	
  

Day	
  Q12:	
  Within	
  the	
  region,	
  what	
  specific	
  towns	
  or	
  ciCes	
  did	
  you	
  visit?	
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Within the region you visited, what specific towns or 
cities did you visit?  

Percent of visitors to region 

2010	
  Annual	
  Report	
  

2%	
  

3%	
  

4%	
  

6%	
  

10%	
  

13%	
  

16%	
  

35%	
  

35%	
  

73%	
  

4%	
  

3%	
  

7%	
  

7%	
  

7%	
  

19%	
  

16%	
  

33%	
  

36%	
  

64%	
  

0%	
   20%	
   40%	
   60%	
   80%	
  

Cumberland	
  

Peaks	
  Island	
  

Westbrook	
  

Yarmouth	
  

Falmouth	
  

Cape	
  Elizabeth	
  

Scarborough	
  

Freeport	
  

South	
  Portland	
  

Portland	
  

2009	
  (Base=186)	
   2010	
  (Base=167)	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Regional Insights: 
Maine Lakes & Mountains 



Overnight	
  Leisure	
  Visitor	
  Demographics:	
  
Lakes	
  &	
  Mountains	
  
•  The	
  Lakes	
  and	
  Mountains	
  region	
  con;nues	
  to	
  aQract	
  visitors	
  who	
  are	
  slightly	
  younger	
  

than	
  the	
  state	
  average.	
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  Annual	
  Report	
  

Maine	
  Leisure	
  
(Base=1,466)	
  

2009	
  
(Base=117)	
  

2010	
  
(Base=124)	
  

Mean	
  Age	
   45.2	
   42.2	
   41.1	
  

<	
  35	
   28%	
   36%	
   42%	
  

35	
  -­‐	
  44	
   19%	
   24%	
   21%	
  

45	
  -­‐	
  54	
   24%	
   13%	
   17%	
  

55	
  +	
   30%	
   27%	
   20%	
  

Mean	
  Income	
   $106,700	
   $108,300	
   $99,800	
  

<	
  $50,000	
   11%	
   12%	
   16%	
  

$50,000	
  -­‐	
  $99,000	
   37%	
   35%	
   35%	
  

$100,000	
  +	
   36%	
   37%	
   34%	
  

Female	
   47%	
   44%	
   43%	
  

College	
  Degree	
  or	
  
Higher	
   76%	
   77%	
   75%	
  

Married	
   61%	
   58%	
   54%	
  

Employed	
  Full	
  Time	
   60%	
   69%	
   70%	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Overnight	
  Leisure	
  Visitor	
  Residence:	
  	
  
Lakes	
  &	
  Mountains	
  
	
  

1%	
  

1%	
  

1%	
  

3%	
  

3%	
  

3%	
  

3%	
  

5%	
  

8%	
  

8%	
  

12%	
  

12%	
  

31%	
  

3%	
  

5%	
  

6%	
  

1%	
  

1%	
  

3%	
  

4%	
  

6%	
  

5%	
  

12%	
  

8%	
  

18%	
  

29%	
  

2%	
  

2%	
  

4%	
  

9%	
  

2%	
  

2%	
  

8%	
  

7%	
  

5%	
  

5%	
  

7%	
  

19%	
  

21%	
  

0%	
   5%	
   10%	
   15%	
   20%	
   25%	
   30%	
   35%	
  

Delaware	
  

Maryland	
  

Pennsylvania	
  

New	
  Brunswick	
  

Vermont	
  

Rhode	
  Island	
  

Ontario	
  

Connec;cut	
  

New	
  Hampshire	
  

Maine	
  

New	
  Jersey	
  

New	
  York	
  

MassachuseQs	
  

Maine	
  Leisure	
  (Base=1,466)	
   2009	
  (Base=117)	
   2010	
  (Base=124)	
  

•  Nearly	
  one-­‐third	
  of	
  overnight	
  leisure	
  visitors	
  to	
  the	
  Lakes	
  &	
  Mountains	
  region	
  were	
  from	
  
MassachuseQs	
  in	
  2010.	
  The	
  only	
  significant	
  year-­‐over-­‐year	
  shin	
  was	
  a	
  decline	
  in	
  the	
  
percentage	
  of	
  these	
  visitors	
  who	
  are	
  from	
  Pennsylvania.	
  

State/Province	
  of	
  residence.	
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2010	
  Annual	
  Report	
  

Base:	
  People	
  who	
  Live	
  in	
  New	
  England,	
  NJ,	
  NY,	
  PA,	
  DE,	
  MD,	
  DC,	
  and	
  Eastern	
  Canada	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Primary	
  Purpose	
  of	
  Overnight	
  Leisure	
  Trips:	
  
Lakes	
  &	
  Mountains	
  
	
  

10%	
  

1%	
  

3%	
  

9%	
  

17%	
  

60%	
  

10%	
  

1%	
  

3%	
  

8%	
  

21%	
  

57%	
  

11%	
  

4%	
  

16%	
  

11%	
  

27%	
  

32%	
  

0%	
   10%	
   20%	
   30%	
   40%	
   50%	
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   70%	
  

Other	
  

Cultural/Heritage	
  Tourism	
  

Shopping	
  

Special	
  Event	
  

Touring	
  

Outdoor	
  Recrea;on	
  

Primary	
  Purpose	
  of	
  Overnight	
  Leisure	
  Trips	
  
	
  

Maine	
  Leisure	
  (Base=1,466)	
   2009	
  (Base=117)	
   2010	
  (Base=124)	
  

•  Three	
  out	
  of	
  five	
  overnight	
  leisure	
  visitors	
  to	
  the	
  Lakes	
  &	
  Mountains	
  region	
  reported	
  
that	
  outdoor	
  recrea;on	
  was	
  the	
  primary	
  purpose	
  of	
  their	
  visit.	
  This	
  reflects	
  the	
  wide	
  
variety	
  of	
  outdoor	
  ac;vi;es	
  available	
  in	
  this	
  region	
  for	
  visitors	
  throughout	
  the	
  year.	
  

Regional	
  Q7.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  leisure	
  trip	
  in	
  Maine?	
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  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Overnight	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
Lakes	
  &	
  Mountains	
  
•  Visitors	
  to	
  the	
  Lakes	
  and	
  Mountains	
  are	
  likely	
  to	
  par;cipate	
  in	
  outdoor	
  recrea;on	
  

ac;vi;es.	
  Three	
  out	
  of	
  four	
  visitors	
  to	
  this	
  region	
  par;cipated	
  in	
  at	
  least	
  one	
  outdoor	
  
ac;vity.	
  Sightseeing	
  saw	
  a	
  significant	
  year-­‐over-­‐year	
  decrease	
  from	
  2009	
  to	
  2010.	
  

60%	
  
54%	
  

66%	
  

44%	
  

17%	
  

38%	
  

17%	
  

33%	
  

21%	
  

81%	
  

60%	
  

47%	
   48%	
  

19%	
  

31%	
  
27%	
  

21%	
   19%	
  

73%	
  

52%	
  

38%	
  

30%	
   27%	
  
21%	
  

16%	
   16%	
   16%	
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40%	
  

60%	
  

80%	
  

100%	
  

Outdoor	
  
ac;vi;es	
  (NET)	
  

Res;ng,	
  relaxing	
  Shopping	
  (NET)	
   Sightseeing	
   Visi;ng	
  family	
  
and	
  friends	
  

Driving	
  for	
  
pleasure	
  

Wildlife	
  
viewing	
  /	
  bird	
  
watching	
  

Searching	
  for	
  
local	
  cuisine	
  

Exploring	
  State	
  
and	
  Na;onal	
  

parks	
  

	
  
	
  

Maine	
  Leisure	
  (Base=1,466)	
   2009	
  (Base=117)	
   2010	
  (Base=124)	
  

Top	
  Trip	
  Ac?vi?es	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Overnight	
  Leisure	
  Trip	
  Ac?vi?es:	
  Lakes	
  &	
  
Mountains	
  	
  
•  While	
  there	
  is	
  a	
  decline	
  in	
  the	
  propor;on	
  of	
  visitors	
  kayaking	
  in	
  2010,	
  visitors	
  to	
  the	
  

Lakes	
  and	
  Mountains	
  did	
  par;cipate	
  in	
  wide	
  variety	
  of	
  outdoor	
  ac;vi;es.	
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Riding	
  all	
  terrain	
  vehicles	
  
Ice	
  fishing	
  

Ocean	
  fishing	
  
White	
  water	
  raning	
  

Hun;ng	
  
Snowmobiling	
  

Cross	
  country	
  skiing	
  
Sailing	
  

Snowshoeing	
  
Water	
  skiing/	
  jet	
  skiing	
  

Pool	
  swimming	
  
Golfing	
  
Biking	
  

Kayaking	
  
Lake,	
  stream,	
  or	
  river	
  fishing	
  

Motor	
  boa;ng	
  
Canoeing	
  

Going	
  to	
  the	
  beach	
  
Downhill	
  skiing/	
  snowboarding	
  

Hiking	
  or	
  climbing	
  
Outdoor	
  swimming	
   	
  

	
  

Maine	
  Leisure	
  (Base=1,466)	
   2009	
  (Base=117)	
   2010	
  (Base=124)	
  

Outdoor	
  Ac?vi?es	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

New to survey in 2010 

Shopping	
  Ac?vi?es	
  

Maine	
  
Leisure	
  
(n=1,466)	
  

Lakes	
  &	
  
Mountains	
  

2009	
  
(n=117)	
  

Lakes	
  &	
  
Mountains	
  

2010	
  
(n=124)	
  

Outlet	
  shopping	
   34%	
   16%	
   18%	
  

General	
  
Shopping	
   32%	
   17%	
   17%	
  

Shopping	
  for	
  
gins	
  or	
  
souvenirs	
  

32%	
   23%	
   11%	
  

Shopping	
  for	
  
an;ques,	
  arts,	
  
crans	
  

17%	
   11%	
   9%	
  



Overnight	
  Leisure	
  Visitor	
  Towns	
  &	
  Ci?es	
  
Visited:	
  Lakes	
  &	
  Mountains	
  

Regional	
  Q31:	
  Within	
  the	
  region	
  you	
  visited,	
  what	
  specific	
  towns	
  or	
  ciCes	
  did	
  you	
  visit?	
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Within the region you visited, what specific towns or 
cities did you visit?  

Percent of visitors to region 

2010	
  Annual	
  Report	
  

5%	
  

6%	
  

7%	
  

8%	
  

9%	
  

10%	
  

15%	
  

15%	
  

15%	
  

20%	
  

8%	
  

11%	
  

14%	
  

16%	
  

13%	
  

10%	
  

7%	
  

13%	
  

20%	
  

17%	
  

0%	
   20%	
   40%	
   60%	
   80%	
  

Andover	
  

Lewiston	
  

Fryeburg	
  

Bridgton	
  

Rangeley	
  

Farmington	
  

Sunday	
  River	
  

Naples	
  

Sebago	
  Lake	
  

Bethel	
  

2009	
  (Base=117)	
   2010	
  (Base=124)	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Day	
  Leisure	
  Visitor	
  Demographics:	
  
Lakes	
  &	
  Mountains	
  
•  There	
  was	
  a	
  significant	
  year-­‐over-­‐year	
  increase	
  in	
  the	
  average	
  household	
  income	
  of	
  

leisure	
  day	
  visitors	
  to	
  the	
  Lakes	
  &	
  Mountains	
  region.	
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2010	
  Annual	
  Report	
  

Maine	
  Leisure	
  
(Base=1,175)	
  

2009	
  
(Base=82)	
  

2010	
  
(Base=76)	
  

Mean	
  Age	
   46.8	
   42.9	
   43.5	
  

<	
  35	
   27%	
   38%	
   38%	
  

35	
  -­‐	
  44	
   17%	
   12%	
   13%	
  

45	
  -­‐	
  54	
   20%	
   24%	
   15%	
  

55	
  +	
   36%	
   26%	
   34%	
  

Mean	
  Income	
   $92,950	
   $69,200	
   $97,720	
  

<	
  $50,000	
   21%	
   44%	
   21%	
  

$50,000	
  -­‐	
  $99,000	
   43%	
   36%	
   45%	
  

$100,000	
  +	
   36%	
   20%	
   34%	
  

Female	
   51%	
   59%	
   47%	
  

College	
  Degree	
  or	
  
Higher	
   73%	
   72%	
   71%	
  

Married	
   62%	
   43%	
   59%	
  

Employed	
  Full	
  Time	
   58%	
   57%	
   62%	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Day	
  Leisure	
  Visitor	
  Residence:	
  	
  
Lakes	
  &	
  Mountains	
  
	
  

0%	
  

1%	
  

2%	
  

5%	
  

8%	
  

24%	
  

60%	
  

2%	
  

3%	
  

1%	
  

10%	
  

12%	
  

19%	
  

53%	
  

10%	
  

1%	
  

2%	
  

3%	
  

14%	
  

36%	
  

34%	
  

0%	
   20%	
   40%	
   60%	
   80%	
  

New	
  Brunswick	
  

Vermont	
  

Rhode	
  Island	
  

Quebec	
  

New	
  Hampshire	
  

MassachuseQs	
  

Maine	
  

Maine	
  Leisure	
  (Base=1,175)	
   2009	
  (Base=82)	
   2010	
  (Base=76)	
  

•  More	
  than	
  half	
  of	
  leisure	
  day	
  visitors	
  to	
  the	
  Lakes	
  &	
  Mountains	
  region	
  were	
  from	
  Maine,	
  
a	
  result	
  consistent	
  with	
  2009	
  levels.	
  Aside	
  from	
  the	
  rela;vely	
  large	
  percentage	
  of	
  Maine	
  
residents,	
  the	
  Lakes	
  &	
  Mountains	
  region	
  also	
  aQracts	
  leisure	
  day	
  visitors	
  from	
  
MassachuseQs,	
  New	
  Hampshire,	
  and	
  Quebec.	
  

Day	
  Q1A.	
  In	
  what	
  State	
  or	
  Province	
  do	
  you	
  reside?	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Primary	
  Purpose	
  of	
  Day	
  Leisure	
  Trips:	
  
Lakes	
  &	
  Mountains	
  
	
  

6%	
  

6%	
  

9%	
  

15%	
  

15%	
  

49%	
  

12%	
  

2%	
  

15%	
  

11%	
  

17%	
  

42%	
  

10%	
  

3%	
  

8%	
  

15%	
  

40%	
  

26%	
  

0%	
   10%	
   20%	
   30%	
   40%	
   50%	
   60%	
   70%	
  

Other	
  

Cultural	
  and	
  Heritage	
  Tourism	
  

Special	
  Event	
  

Touring	
  

Shopping	
  

Outdoor	
  Recrea;on	
  

Primary	
  Purpose	
  of	
  Day	
  Leisure	
  Trips	
  
	
  

Maine	
  Leisure	
  (Base=1,175)	
   2009	
  (Base=82)	
   2010	
  (Base=76)	
  

•  As	
  was	
  the	
  case	
  with	
  overnight	
  leisure	
  visita;on	
  to	
  the	
  Lakes	
  &	
  Mountains,	
  outdoor	
  
recrea;on	
  was	
  a	
  key	
  primary	
  trip	
  purpose	
  for	
  this	
  region.	
  Shopping	
  is	
  not	
  as	
  popular	
  in	
  
the	
  Lakes	
  and	
  Mountains	
  as	
  is	
  seen	
  in	
  other	
  parts	
  of	
  the	
  state.	
  	
  

Day	
  	
  Q3.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  leisure	
  trip	
  in	
  Maine?	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Day	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
Lakes	
  &	
  Mountains	
  
•  Outdoor	
  recrea;on	
  ac;vi;es	
  were	
  the	
  most	
  widely	
  cited	
  ac;vity	
  conducted	
  by	
  leisure	
  

day	
  visitors	
  to	
  the	
  Lakes	
  &	
  Mountains.	
  	
  

36%	
   35%	
  

63%	
  

27%	
   30%	
  

9%	
   11%	
   8%	
   5%	
  

48%	
  

24%	
  

34%	
  
28%	
   26%	
  

10%	
   12%	
   11%	
   9%	
  

50%	
  

36%	
  
31%	
   29%	
  

24%	
  
17%	
   16%	
  

11%	
  
7%	
  

0%	
  

20%	
  

40%	
  

60%	
  

80%	
  

100%	
  

Outdoor	
  
ac;vi;es	
  (NET)	
  

Res;ng,	
  
relaxing,	
  
unwinding	
  

Shopping	
  (NET)	
   Driving	
  for	
  
pleasure	
  

Sightseeing	
  	
   Exploring	
  State	
  
and	
  Na;onal	
  

Parks	
  

Visi;ng	
  family	
  
and	
  friends	
  

Wildlife	
  
viewing	
  /	
  Bird	
  
watching	
  

AQending	
  fairs	
  
and	
  fes;vals	
  

	
  
	
  

Maine	
  Leisure	
  (Base=1,175)	
   2009	
  (Base=82)	
   2010	
  (Base=76)	
  

Top	
  Trip	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  your	
  most	
  recent	
  trip	
  to	
  Maine?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Day	
  Leisure	
  Trip	
  Ac?vi?es:	
  Lakes	
  &	
  Mountains	
  	
  
•  Visitors	
  to	
  the	
  Lakes	
  and	
  Mountains	
  region	
  enjoy	
  a	
  variety	
  of	
  outdoor	
  ac;vi;es.	
  

0%	
  

1%	
  

1%	
  

1%	
  

2%	
  

2%	
  

2%	
  

2%	
  

2%	
  

3%	
  

3%	
  

3%	
  

3%	
  

3%	
  

3%	
  

7%	
  

7%	
  

11%	
  

12%	
  

13%	
  

16%	
  

0%	
  

0%	
  

1%	
  

1%	
  

0%	
  

0%	
  

<.5%	
  

1%	
  

6%	
  
0%	
  
0%	
  

2%	
  

2%	
  

5%	
  

13%	
  

2%	
  

7%	
  

5%	
  

3%	
  

10%	
  

<.5%	
  

1%	
  

<.5%	
  

<.5%	
  

1%	
  

<.5%	
  

1%	
  

1%	
  

4%	
  

2%	
  

1%	
  

2%	
  

1%	
  

2%	
  

2%	
  

2%	
  

1%	
  

11%	
  

3%	
  

19%	
  

8%	
  

0%	
   2%	
   4%	
   6%	
   8%	
   10%	
   12%	
   14%	
   16%	
   18%	
   20%	
  

Ice	
  fishing	
  
White	
  water	
  raning	
  

Snowmobiling	
  
Snowshoeing	
  

Water	
  skiing/	
  jet	
  skiing	
  
Hun;ng	
  
Sailing	
  

Motor	
  boa;ng	
  
Pool	
  swimming	
  
Ocean	
  fishing	
  

Riding	
  all	
  terrain	
  vehicles	
  
Canoeing	
  

Cross	
  country	
  skiing	
  
Golfing	
  
Biking	
  

Kayaking	
  
Downhill	
  skiing/	
  snowboarding	
  

Outdoor	
  swimming	
  
Lake,	
  stream,	
  or	
  river	
  fishing	
  

Going	
  to	
  the	
  beach	
  
Hiking	
  or	
  climbing	
   	
  

	
  

Maine	
  Leisure	
  (Base=1,175)	
   2009	
  (Base=82)	
   2010	
  (Base=76)	
  

Top	
  Trip	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  your	
  most	
  recent	
  trip	
  in	
  Maine?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

New to survey in 2010 

Maine	
  
Leisure	
  
(n=1,175)	
  

Lakes	
  &	
  
Mountains	
  

2009	
  
(n=82)	
  

Lakes	
  &	
  
Mountains	
  

2010	
  
(n=76)	
  

Shopping	
  for	
  
gins	
  or	
  
souvenirs	
  

22%	
   12%	
   16%	
  

General	
  
Shopping	
   28%	
   14%	
   11%	
  

Outlet	
  shopping	
   30%	
   11%	
   10%	
  

Shopping	
  for	
  
an;ques,	
  arts,	
  
crans	
  

14%	
   9%	
   5%	
  



Day	
  Leisure	
  Visitor	
  Towns	
  &	
  Ci?es	
  Visited:	
  
Lakes	
  &	
  Mountains	
  

Day	
  Q12:	
  Within	
  the	
  region	
  you	
  visited,	
  what	
  specific	
  towns	
  or	
  ciCes	
  did	
  you	
  visit?	
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Within the region you visited, what specific towns or 
cities did you visit?  

Percent of visitors to region 

2010	
  Annual	
  Report	
  

7%	
  

8%	
  

9%	
  

10%	
  

11%	
  

11%	
  

11%	
  

12%	
  

14%	
  

16%	
  

18%	
  

22%	
  

9%	
  

9%	
  

9%	
  

13%	
  

10%	
  

11%	
  

13%	
  

11%	
  

10%	
  

31%	
  

2%	
  

17%	
  

0%	
   20%	
   40%	
   60%	
   80%	
  

Norway	
  

Windham	
  

Rangeley	
  

Lewiston	
  

Bridgton	
  

Auburn	
  

Fryeburg	
  

Standish	
  

Farmington	
  

Bethel	
  

Casco	
  

Sebago	
  Lake	
  

2009	
  (Base=82)	
   2010	
  (Base=76)	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Regional Insights: 
Mid-Coast 



Overnight	
  Leisure	
  Visitor	
  Demographics:	
  
Mid-­‐Coast	
  
•  The	
  profile	
  of	
  overnight	
  leisure	
  visitors	
  to	
  the	
  Mid-­‐Coast	
  has	
  changed	
  liQle	
  from	
  2009	
  to	
  

2010.	
  The	
  one	
  excep;on	
  is	
  that	
  35-­‐44	
  year	
  old	
  visita;on	
  saw	
  a	
  sta;s;cally	
  significant	
  
year-­‐over-­‐year	
  decrease	
  from	
  2009	
  to	
  2010.	
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Maine	
  Leisure	
  
(Base=1,466)	
  

2009	
  
(Base=187)	
  

2010	
  
(Base=159)	
  

Mean	
  Age	
   45.2	
   45.4	
   45.0	
  

<	
  35	
   28%	
   26%	
   33%	
  

35	
  -­‐	
  44	
   19%	
   24%	
   11%	
  

45	
  -­‐	
  54	
   24%	
   17%	
   20%	
  

55	
  +	
   30%	
   33%	
   36%	
  

Mean	
  Income	
   $106,700	
   $113,000	
   $100,500	
  

<	
  $50,000	
   11%	
   15%	
   15%	
  

$50,000	
  -­‐	
  $99,000	
   37%	
   28%	
   38%	
  

$100,000	
  +	
   36%	
   41%	
   29%	
  

Female	
   47%	
   39%	
   44%	
  

College	
  Degree	
  or	
  
Higher	
   76%	
   80%	
   76%	
  

Married	
   61%	
   65%	
   53%	
  

Employed	
  Full	
  Time	
   60%	
   68%	
   58%	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Overnight	
  Leisure	
  Visitor	
  Residence:	
  	
  
Mid-­‐Coast	
  
	
  

0%	
  

1%	
  

3%	
  

4%	
  

4%	
  

4%	
  

4%	
  

5%	
  

5%	
  

6%	
  

6%	
  
10%	
  

19%	
  

24%	
  

2%	
  

12%	
  

2%	
  

2%	
  

3%	
  

5%	
  

9%	
  

4%	
  

7%	
  

1%	
  

9%	
  

8%	
  

19%	
  

17%	
  

4%	
  

3%	
  

2%	
  

9%	
  

2%	
  

2%	
  

5%	
  

8%	
  

5%	
  

4%	
  

7%	
  

7%	
  

21%	
  

19%	
  

0%	
   10%	
   20%	
   30%	
  

Quebec	
  

Washington	
  D.C.	
  

Rhode	
  Island	
  

New	
  Brunswick	
  

Vermont	
  

Maryland	
  

Maine	
  

Ontario	
  

New	
  Hampshire	
  

Pennsylvania	
  

New	
  Jersey	
  

Connec;cut	
  

MassachuseQs	
  

New	
  York	
  

Maine	
  Leisure	
  (Base=1,466)	
   2009	
  (Base=187)	
   2010	
  (Base=159)	
  

•  Consistent	
  with	
  2009,	
  the	
  largest	
  percentage	
  of	
  overnight	
  leisure	
  visitors	
  to	
  the	
  Mid-­‐
Coast	
  are	
  from	
  New	
  York	
  or	
  MassachuseQs,	
  each	
  with	
  just	
  under	
  one-­‐quarter	
  of	
  these	
  
visitors.	
  These	
  states	
  are	
  followed	
  by	
  Connec;cut,	
  New	
  Jersey,	
  and	
  Pennsylvania.	
  
Washington	
  D.C.	
  saw	
  a	
  significant	
  decrease	
  from	
  2009	
  to	
  2010.	
  

State/Province	
  of	
  residence.	
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  Annual	
  Report	
  

Base:	
  People	
  who	
  Live	
  in	
  New	
  England,	
  NJ,	
  NY,	
  PA,	
  DE,	
  MD,	
  DC,	
  and	
  Eastern	
  Canada	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Primary	
  Purpose	
  of	
  Overnight	
  Leisure	
  Trips:	
  
Mid-­‐Coast	
  
	
  

8%	
  

8%	
  

11%	
  

12%	
  

22%	
  

39%	
  

25%	
  

7%	
  

8%	
  

6%	
  

30%	
  

24%	
  

11%	
  

4%	
  

11%	
  

16%	
  

32%	
  

27%	
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Other	
  

Cultural/Heritage	
  Tourism	
  

Special	
  Event	
  

Shopping	
  

Outdoor	
  Recrea;on	
  

Touring	
  

Primary	
  Purpose	
  of	
  Overnight	
  Leisure	
  Trips	
  
	
  

Maine	
  Leisure	
  (Base=1,466)	
   2009	
  (Base=187)	
   2010	
  (Base=159)	
  

•  2010	
  saw	
  an	
  increase	
  in	
  those	
  ci;ng	
  touring	
  as	
  a	
  driving	
  factor	
  for	
  visita;on	
  to	
  the	
  Mid-­‐
Coast.	
  	
  It’s	
  also	
  worth	
  no;ng	
  the	
  significant	
  decrease	
  in	
  those	
  selec;ng	
  other.	
  

Regional	
  Q7.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  leisure	
  trip	
  in	
  Maine?	
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  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Overnight	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
Mid-­‐Coast	
  
•  Despite	
  being	
  only	
  the	
  third	
  most	
  popular	
  primary	
  trip	
  purpose,	
  shopping	
  was	
  a	
  popular	
  

ac;vity	
  in	
  the	
  Mid-­‐Coast	
  during	
  2010,	
  as	
  visitors	
  to	
  the	
  region	
  found	
  ;me	
  to	
  shop	
  onen	
  
in	
  addi;on	
  to	
  other	
  ac;vi;es.	
  	
  

66%	
  
60%	
  

54%	
  

44%	
  

33%	
  
38%	
  

18%	
   17%	
  
21%	
  

61%	
  
67%	
  

50%	
   52%	
  

35%	
  

38%	
  

26%	
  
23%	
  

23%	
  

60%	
  
55%	
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   37%	
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   19%	
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Shopping	
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ac;vi;es	
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  relaxing	
   Sightseeing	
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  for	
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Driving	
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Visi;ng	
  historic	
  
sites	
  /	
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Wildlife	
  
viewing	
  /	
  bird	
  
watching	
  

Exploring	
  State	
  
and	
  Na;onal	
  

parks	
  

	
  
	
  

Maine	
  Leisure	
  (Base=1,466)	
   2009	
  (Base=187)	
   2010	
  (Base=159)	
  

Top	
  Trip	
  Ac?vi?es	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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   20%	
   40%	
  

Canoeing	
  
Riding	
  all	
  terrain	
  vehicles	
  

Downhill	
  skiing/	
  snowboarding	
  
Hun;ng	
  

Snowshoeing	
  
Water	
  skiing/	
  jet	
  skiing	
  

Ice	
  fishing	
  
Snowmobiling	
  
Ocean	
  fishing	
  

White	
  water	
  raning	
  
Cross	
  country	
  skiing	
  

Motor	
  boa;ng	
  
Lake,	
  stream,	
  or	
  river	
  fishing	
  

Golfing	
  
Sailing	
  
Biking	
  

Kayaking	
  
Outdoor	
  swimming	
  

Pool	
  swimming	
  
Hiking	
  or	
  climbing	
  
Going	
  to	
  the	
  beach	
   	
  

	
  

Maine	
  Leisure	
  (Base=1,466)	
   2009	
  (Base=187)	
   2010	
  (Base=159)	
  

Shopping	
  Ac?vi?es	
  

Maine	
  
Leisure	
  
(n=1,466)	
  

Mid-­‐Coast	
  
2009	
  

(n=187)	
  

Mid-­‐Coast	
  
2010	
  

(n=159)	
  

Outlet	
  shopping	
   34%	
   21%	
   32%	
  

General	
  
Shopping	
   32%	
   24%	
   20%	
  

Shopping	
  for	
  
gins	
  or	
  
souvenirs	
  

32%	
   32%	
   32%	
  

Shopping	
  for	
  
an;ques,	
  arts,	
  
crans	
  

17%	
   11%	
   25%	
  

Overnight	
  Leisure	
  Trip	
  Ac?vi?es:	
  Mid-­‐Coast	
  	
  
•  Among	
  leisure	
  visitors	
  to	
  the	
  Mid-­‐Coast	
  region,	
  going	
  to	
  the	
  beach,	
  hiking	
  or	
  climbing,	
  

and	
  swimming	
  are	
  popular	
  outdoor	
  ac;vi;es.	
  	
  2010	
  also	
  saw	
  an	
  increase	
  shopping	
  for	
  
an;ques,	
  arts,	
  and	
  crans	
  among	
  these	
  visitors.	
  

Outdoor	
  Ac?vi?es	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

New to survey in 2010 



Overnight	
  Leisure	
  Visitor	
  Towns	
  &	
  Ci?es	
  
Visited:	
  Mid-­‐Coast	
  

Regional	
  Q31:	
  Within	
  the	
  region	
  you	
  visited,	
  what	
  specific	
  towns	
  or	
  ciCes	
  did	
  you	
  visit?	
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Within the region you visited, what specific towns or 
cities did you visit?  

Percent of visitors to region 

2010	
  Annual	
  Report	
  

2%	
  

3%	
  

9%	
  

14%	
  

16%	
  

18%	
  

23%	
  

23%	
  

24%	
  

27%	
  

29%	
  

34%	
  

10%	
  

10%	
  

11%	
  

13%	
  

24%	
  

20%	
  

18%	
  

22%	
  

28%	
  

17%	
  

22%	
  

33%	
  

0%	
   20%	
   40%	
   60%	
   80%	
  

St.	
  George	
  

Georgetown	
  

Pemaquid	
  

DamariscoQa	
  

Boothbay	
  

Wiscasset	
  

Rockport	
  

Brunswick	
  

Bath	
  

Rockland	
  

Camden	
  

Boothbay	
  Harbor	
  

2009	
  (Base=187)	
   2010	
  (Base=159)	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Day	
  Leisure	
  Visitor	
  Demographics:	
  
Mid-­‐Coast	
  
•  The	
  demographic	
  profile	
  of	
  day	
  leisure	
  visitors	
  to	
  the	
  Mid-­‐Coast	
  remained	
  stable	
  

between	
  2009	
  and	
  2010.	
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2010	
  Annual	
  Report	
  

Maine	
  Leisure	
  
(Base=1,175)	
  

2009	
  
(Base=155)	
  

2010	
  
(Base=105)	
  

Mean	
  Age	
   46.8	
   50.2	
   49.6	
  

<	
  35	
   27%	
   21%	
   20%	
  

35	
  -­‐	
  44	
   17%	
   13%	
   18%	
  

45	
  -­‐	
  54	
   20%	
   15%	
   19%	
  

55	
  +	
   36%	
   51%	
   44%	
  

Mean	
  Income	
   $92,950	
   $76,000	
   $82,450	
  

<	
  $50,000	
   21%	
   27%	
   26%	
  

$50,000	
  -­‐	
  $99,000	
   43%	
   55%	
   47%	
  

$100,000	
  +	
   36%	
   18%	
   27%	
  

Female	
   51%	
   47%	
   50%	
  

College	
  Degree	
  or	
  
Higher	
   73%	
   65%	
   72%	
  

Married	
   62%	
   66%	
   69%	
  

Employed	
  Full	
  Time	
   58%	
   52%	
   49%	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Day	
  Leisure	
  Visitor	
  Residence:	
  	
  
Mid-­‐Coast	
  
	
  

0%	
  

1%	
  

1%	
  

12%	
  

13%	
  

71%	
  

0%	
  

2%	
  

2%	
  

12%	
  

21%	
  

63%	
  

10%	
  

2%	
  

3%	
  

14%	
  

36%	
  

34%	
  

0%	
   20%	
   40%	
   60%	
   80%	
  

New	
  Brunswick	
  

Rhode	
  Island	
  

Quebec	
  

New	
  Hampshire	
  

MassachuseQs	
  

Maine	
  

Maine	
  Leisure	
  (Base=1,175)	
   2009	
  (Base=155)	
   2010	
  (Base=105)	
  

•  Well	
  over	
  two-­‐thirds	
  of	
  leisure	
  day	
  visitors	
  to	
  the	
  Mid-­‐Coast	
  are	
  Maine	
  residents.	
  There	
  
were	
  no	
  significant	
  year-­‐over-­‐year	
  changes	
  in	
  the	
  residence	
  of	
  leisure	
  day	
  visitors	
  to	
  the	
  
Mid-­‐Coast.	
  

Day	
  Q1A.	
  In	
  what	
  State	
  or	
  Province	
  do	
  you	
  reside?	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Primary	
  Purpose	
  of	
  Day	
  Leisure	
  Trips:	
  
Mid-­‐Coast	
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9%	
  

21%	
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Cultural	
  and	
  heritage	
  tourism	
  

Special	
  event	
  

Touring	
  

Shopping	
  

Outdoor	
  recrea;on	
  

Primary	
  Purpose	
  of	
  Day	
  Leisure	
  Trips	
  
	
  

Maine	
  Leisure	
  (Base=1,175)	
   2010	
  (Base=105)	
   2009	
  (Base=155)	
  

•  Day	
  leisure	
  visitors	
  to	
  the	
  Mid-­‐Coast	
  come	
  for	
  a	
  variety	
  of	
  primary	
  trip	
  purposes.	
  Just	
  
over	
  one-­‐quarter	
  of	
  this	
  group	
  report	
  that	
  their	
  leisure	
  day	
  visit	
  to	
  the	
  region	
  was	
  for	
  
outdoor	
  recrea;on	
  while	
  another	
  one-­‐quarter	
  report	
  that	
  it	
  was	
  to	
  shop.	
  This	
  illustrates	
  
the	
  wide	
  variety	
  of	
  aQrac;ons	
  in	
  the	
  Mid-­‐Coast	
  for	
  leisure	
  day	
  visitors.	
  

Day	
  Q3.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  leisure	
  trip	
  in	
  Maine?	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Day	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
Mid-­‐Coast	
  
•  Just	
  over	
  half	
  of	
  Mid-­‐Coast	
  day	
  visitors	
  reported	
  that	
  they	
  went	
  shopping,	
  while	
  res;ng/

relaxing	
  and	
  outdoor	
  ac;vi;es	
  were	
  all	
  cited	
  by	
  slightly	
  less	
  than	
  half	
  of	
  these	
  visitors.	
  

63%	
  

35%	
   36%	
  
30%	
   27%	
  

22%	
  

11%	
   9%	
   10%	
  

57%	
  

45%	
  

33%	
  
38%	
   42%	
  

23%	
   22%	
   21%	
  
24%	
  

53%	
  

43%	
  
39%	
   38%	
   35%	
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19%	
   16%	
   14%	
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Shopping	
  (NET)	
   Res;ng,	
  
relaxing,	
  
unwinding	
  

Outdoor	
  
ac;vi;es	
  (NET)	
  

Sightseeing	
   Driving	
  for	
  
pleasure	
  

Searching	
  for	
  
local	
  cuisine	
  or	
  
dining	
  hot	
  spots	
  

Visi;ng	
  family	
  
and	
  friends	
  

Exploring	
  State	
  
and	
  Na;onal	
  

Parks	
  

Trying	
  to	
  find	
  
the	
  best	
  lobster	
  

roll	
  

	
  
	
  

Maine	
  Leisure	
  (Base=1,175)	
   2009	
  (Base=155)	
   2010	
  (Base=105)	
  

Top	
  Trip	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  your	
  most	
  recent	
  trip	
  in	
  Maine?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 
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  country	
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  water	
  raning	
  

Hun;ng	
  
Ice	
  fishing	
  

Snowshoeing	
  
Sailing	
  

Motor	
  boa;ng	
  
Canoeing	
  
Kayaking	
  
Golfing	
  

Ocean	
  fishing	
  
Pool	
  swimming	
  

Biking	
  
Lake,	
  stream,	
  or	
  river	
  fishing	
  

Outdoor	
  swimming	
  
Hiking	
  or	
  climbing	
  
Going	
  to	
  the	
  beach	
   	
  

	
  

Maine	
  Leisure	
  (Base=1,175)	
   2009	
  (Base=155)	
   2010	
  (Base=105)	
  

New to survey in 2010 

Maine	
  
Leisure	
  
(n=1,175)	
  

Mid-­‐Coast	
  
2009	
  

(n=155)	
  

Mid-­‐Coast	
  
2010	
  

(n=105)	
  

Shopping	
  for	
  
an;ques,	
  arts,	
  
crans	
  

14%	
   11%	
   25%	
  

General	
  
Shopping	
   28%	
   22%	
   21%	
  

Shopping	
  for	
  
gins	
  or	
  
souvenirs	
  

22%	
   29%	
   18%	
  

Outlet	
  shopping	
   30%	
   14%	
   14%	
  

Day	
  Leisure	
  Trip	
  Ac?vi?es:	
  Mid-­‐Coast	
  	
  
•  Day	
  visitors	
  to	
  the	
  Mid-­‐Coast	
  were	
  more	
  likely	
  to	
  report	
  shopping	
  for	
  an;ques,	
  arts,	
  and	
  

crans	
  than	
  in	
  2009.	
  	
  The	
  propor;on	
  of	
  visitors	
  involved	
  in	
  ocean	
  fishing	
  and	
  canoeing	
  
are	
  both	
  down	
  from	
  2009.	
  

Outdoor	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  your	
  most	
  recent	
  trip	
  in	
  Maine?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Day	
  Leisure	
  Visitor	
  Towns	
  &	
  Ci?es	
  Visited:	
  
Mid-­‐Coast	
  

Day	
  Q12:	
  Within	
  the	
  region	
  you	
  visited,	
  what	
  specific	
  towns	
  or	
  ciCes	
  did	
  you	
  visit?	
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Within the region you visited, what specific towns or 
cities did you visit?  

Percent of visitors to region 

2010	
  Annual	
  Report	
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Rockport	
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Belfast	
  

Boothbay	
  Harbor	
  

DamariscoQa	
  

Camden	
  

Wiscasset	
  

Rockland	
  

Brunswick	
  

Bath	
  

2009	
  (Base=155)	
   2010	
  (Base=105)	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 



Regional Insights: 
Kennebec & Moose River Valley 



Maine	
  Leisure	
  
(Base=1,466)	
  

2009	
  
(Base=85*)	
  

2010	
  
(Base=56*)	
  

Mean	
  Age	
   45.2	
   42.3	
   43.7	
  

<	
  35	
   28%	
   39%	
   32%	
  

35	
  -­‐	
  44	
   19%	
   15%	
   23%	
  

45	
  -­‐	
  54	
   24%	
   12%	
   15%	
  

55	
  +	
   30%	
   34%	
   30%	
  

Mean	
  Income	
   $106,700	
   $113,400	
   $101,400	
  

<	
  $50,000	
   11%	
   9%	
   18%	
  

$50,000	
  -­‐	
  $99,000	
   37%	
   21%	
   38%	
  

$100,000	
  +	
   36%	
   49%	
   25%	
  

Female	
   47%	
   42%	
   37%	
  

College	
  Degree	
  or	
  
Higher	
   76%	
   75%	
   75%	
  

Married	
   61%	
   64%	
   61%	
  

Employed	
  Full	
  Time	
   60%	
   49%	
   40%	
  

Overnight	
  Leisure	
  Visitor	
  Demographics:	
  
Kennebec	
  &	
  Moose	
  River	
  Valley	
  
•  Kennebec	
  &	
  Moose	
  River	
  Valley	
  overnight	
  leisure	
  visitors	
  in	
  2010	
  are	
  very	
  similar	
  to	
  

overnight	
  visitors	
  from	
  2009.	
  	
  
	
  

  

184 

2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  
*Please	
  Note:	
  Small	
  sample	
  sizes,	
  use	
  data	
  for	
  direcConal	
  purposes	
  only. 



Overnight	
  Leisure	
  Visitor	
  Residence:	
  	
  
Kennebec	
  &	
  Moose	
  River	
  Valley	
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3%	
  

3%	
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8%	
  

24%	
  

25%	
  

3%	
  

8%	
  

7%	
  

2%	
  

7%	
  

4%	
  

5%	
  

9%	
  

2%	
  

4%	
  

5%	
  

19%	
  

21%	
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   30%	
  

Washington	
  D.C.	
  

Ontario	
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  Jersey	
  

Rhode	
  Island	
  

Connec;cut	
  

Pennsylvania	
  

New	
  Hampshire	
  

New	
  Brunswick	
  

Maryland	
  

Quebec	
  

Maine	
  

New	
  York	
  

MassachuseQs	
  

Maine	
  Leisure	
  (Base=1,466)	
   2009	
  (Base=85*)	
   2010	
  (Base=56*)	
  

•  There	
  were	
  no	
  sta;s;cally	
  significant	
  year-­‐over-­‐year	
  shins	
  in	
  the	
  residen;al	
  profile	
  of	
  
overnight	
  leisure	
  visitors	
  to	
  the	
  Kennebec	
  &	
  Moose	
  River	
  Valley	
  region	
  of	
  Maine.	
  	
  
MassachuseQs	
  and	
  New	
  York	
  provide	
  the	
  highest	
  propor;on	
  of	
  overnight	
  visitors	
  to	
  this	
  
region.	
  

State/Province	
  of	
  residence.	
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2010	
  Annual	
  Report	
  

Base:	
  People	
  who	
  Live	
  in	
  New	
  England,	
  NJ,	
  NY,	
  PA,	
  DE,	
  MD,	
  DC,	
  and	
  Eastern	
  Canada	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  
*Please	
  Note:	
  Small	
  sample	
  sizes,	
  use	
  data	
  for	
  direcConal	
  purposes	
  only. 
	
  



Primary	
  Purpose	
  of	
  Overnight	
  Leisure	
  Trips:	
  
Kennebec	
  &	
  Moose	
  River	
  Valley	
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14%	
  

1%	
  

11%	
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37%	
  

11%	
  

4%	
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   50%	
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   70%	
  

Other	
  

Cultural/Heritage	
  Tourism	
  

Shopping	
  

Touring	
  

Special	
  Event	
  

Outdoor	
  Recrea;on	
  

Primary	
  Purpose	
  of	
  Overnight	
  Leisure	
  Trips	
  
	
  

Maine	
  Leisure	
  (Base=1,466)	
   2009	
  (Base=85*)	
   2010	
  (Base=56*)	
  

•  Slightly	
  more	
  than	
  one-­‐third	
  of	
  overnight	
  leisure	
  visitors	
  to	
  the	
  Kennebec	
  &	
  Moose	
  River	
  
Valley	
  region	
  reported	
  that	
  the	
  primary	
  purpose	
  of	
  their	
  visit	
  was	
  outdoor	
  recrea;on.	
  	
  

Regional	
  Q7.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  leisure	
  trip	
  in	
  Maine?	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  
*Please	
  Note:	
  Small	
  sample	
  sizes,	
  use	
  data	
  for	
  direcConal	
  purposes	
  only. 



Overnight	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
Kennebec	
  &	
  Moose	
  River	
  Valley	
  
•  Outdoor	
  recrea;on,	
  shopping,	
  and	
  res;ng	
  are	
  all	
  cited	
  as	
  trip	
  ac;vi;es	
  enjoyed	
  by	
  

approximately	
  half	
  of	
  overnight	
  leisure	
  visitors	
  to	
  the	
  Kennebec	
  &	
  Moose	
  River	
  Valley	
  
region.	
  

60%	
  
66%	
  

54%	
  

44%	
  

17%	
  

38%	
  

17%	
  

33%	
  

18%	
  

53%	
  
57%	
  

46%	
  
40%	
   41%	
  

36%	
  

25%	
  

6%	
  

27%	
  

14%	
  

71%	
  

54%	
   51%	
  

39%	
   38%	
  
31%	
  

23%	
   22%	
  
15%	
  

9%	
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100%	
  

Outdoor	
  
ac;vi;es	
  (NET)	
  

Shopping	
  
(NET)	
  

Res;ng,	
  
relaxing	
  

Sightseeing	
   Visi;ng	
  family	
  
and	
  friends	
  

Driving	
  for	
  
pleasure	
  

Wildlife	
  
viewing/	
  bird	
  
watching	
  

Exploring	
  
Na;onal	
  and	
  
State	
  Parks	
  

Searching	
  for	
  
local	
  cuisine	
  

Visi;ng	
  
historic	
  sites	
  /	
  
museums	
  

	
  
	
  

Maine	
  Leisure	
  (Base=1,466)	
   2009	
  (Base=85*)	
   2010	
  (Base=56*)	
  

Top	
  Trip	
  Ac?vi?es	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  
*Please	
  Note:	
  Small	
  sample	
  sizes,	
  use	
  data	
  for	
  direcConal	
  purposes	
  only. 
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9%	
  

11%	
  

4%	
  
3%	
  

1%	
  
3%	
  

1%	
  
1%	
  
1%	
  
1%	
  
2%	
  

1%	
  
9%	
  

3%	
  
4%	
  
4%	
  

1%	
  
21%	
  

7%	
  
1%	
  

14%	
  
26%	
  

15%	
  

0%	
   20%	
   40%	
  

Golfing	
  
Ocean	
  fishing	
  

Hun;ng	
  
Sailing	
  

Snowmobiling	
  
Cross	
  country	
  skiing	
  

Ice	
  fishing	
  
Water	
  skiing/	
  jet	
  skiing	
  

Downhill	
  skiing/	
  snowboarding	
  
Snowshoeing	
  

Biking	
  
Motor	
  boa;ng	
  

Lake,	
  stream,	
  or	
  river	
  fishing	
  
Canoeing	
  

Riding	
  all	
  terrain	
  vehicles	
  
Hiking	
  or	
  climbing	
  

Kayaking	
  
White	
  water	
  raning	
  

Pool	
  swimming	
  
Going	
  to	
  the	
  beach	
  
Outdoor	
  swimming	
   	
  

	
  

Maine	
  Leisure	
  (Base=1,466)	
   2009	
  (Base=85*)	
   2010	
  (Base=56*)	
  

Shopping	
  Ac?vi?es	
  

Maine	
  
Leisure	
  
(n=1,466)	
  

Kennebec	
  &	
  
MRV	
  
2009	
  

(n=85*)	
  

Kennebec	
  &	
  
MRV	
  
2010	
  

(n=56*)	
  

Outlet	
  shopping	
   34%	
   27%	
   32%	
  

General	
  
Shopping	
   34%	
   19%	
   38%	
  

Shopping	
  for	
  
gins	
  or	
  
souvenirs	
  

32%	
   20%	
   16%	
  

Shopping	
  for	
  
an;ques,	
  arts,	
  
crans	
  

17%	
   34%	
   13%	
  

Overnight	
  Leisure	
  Trip	
  Ac?vi?es:	
  Kennebec	
  &	
  
Moose	
  River	
  Valley	
  	
  

•  Visitors	
  to	
  the	
  Kennebec	
  and	
  Moose	
  River	
  Valley	
  were	
  more	
  likely	
  to	
  do	
  general	
  
shopping	
  and	
  less	
  likely	
  to	
  shop	
  for	
  an;ques,	
  arts	
  and	
  crans	
  in	
  2010	
  than	
  in	
  2009.	
  	
  

Top	
  Trip	
  Ac?vi?es	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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2010	
  Annual	
  Report	
  

New to survey in 2010 

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  
*Please	
  Note:	
  Small	
  sample	
  sizes,	
  use	
  data	
  for	
  direcConal	
  purposes	
  only. 



Overnight	
  Leisure	
  Visitor	
  Towns	
  &	
  Ci?es	
  
Visited:	
  Kennebec	
  &	
  Moose	
  River	
  Valley	
  

Regional	
  Q31:	
  Within	
  the	
  region	
  you	
  visited,	
  what	
  specific	
  towns	
  or	
  ciCes	
  did	
  you	
  visit?	
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Within the region you visited, what specific towns or 
cities did you visit?  

Percent of visitors to region 

2010	
  Annual	
  Report	
  

6%	
  

7%	
  

7%	
  

10%	
  

10%	
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13%	
  

14%	
  

21%	
  

47%	
  

18%	
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20%	
  

10%	
  

16%	
  

10%	
  

14%	
  

36%	
  

0%	
   20%	
   40%	
   60%	
   80%	
  

Richmond	
  

Belgrade	
  

Winthrop	
  

The	
  Forks	
  

Belgrade	
  Lakes	
  

Madison	
  

Skowhegan	
  

Jackman	
  

Waterville	
  

Augusta	
  

2009	
  (Base=85*)	
   2010	
  (Base=56)	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  
*Please	
  Note:	
  Small	
  sample	
  sizes,	
  use	
  data	
  for	
  direcConal	
  purposes	
  only. 
	
  



Day	
  Leisure	
  Visitor	
  Demographics:	
  
Kennebec	
  &	
  Moose	
  River	
  Valley	
  
•  The	
  Kennebec	
  &	
  Moose	
  River	
  Valley	
  region	
  saw	
  a	
  sta;s;cally	
  significant	
  year-­‐over-­‐year	
  

increase	
  in	
  the	
  mean	
  age	
  of	
  day	
  visitors	
  to	
  the	
  region	
  from	
  2009	
  to	
  2010.	
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2010	
  Annual	
  Report	
  

Maine	
  Leisure	
  
(Base=1,175)	
  

2009	
  
(Base=70*)	
  

2010	
  
(Base=56*)	
  

Mean	
  Age	
   46.8	
   40.2	
   46.8	
  

<	
  35	
   27%	
   40%	
   27%	
  

35	
  -­‐	
  44	
   17%	
   17%	
   17%	
  

45	
  -­‐	
  54	
   20%	
   20%	
   23%	
  

55	
  +	
   36%	
   23%	
   34%	
  

Mean	
  Income	
   $92,950	
   $76,510	
   $80,140	
  

<	
  $50,000	
   21%	
   41%	
   27%	
  

$50,000	
  -­‐	
  $99,000	
   43%	
   38%	
   43%	
  

$100,000	
  +	
   36%	
   21%	
   30%	
  

Female	
   51%	
   49%	
   42%	
  

College	
  Degree	
  or	
  
Higher	
   73%	
   57%	
   77%	
  

Married	
   62%	
   60%	
   52%	
  

Employed	
  Full	
  Time	
   58%	
   52%	
   58%	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  
*Please	
  Note:	
  Small	
  sample	
  sizes,	
  use	
  data	
  for	
  direcConal	
  purposes	
  only. 



Day	
  Leisure	
  Visitor	
  Residence:	
  	
  
Kennebec	
  &	
  Moose	
  River	
  Valley	
  
	
  

0%	
  

1%	
  

2%	
  

6%	
  

8%	
  

82%	
  

1%	
  

3%	
  

6%	
  

19%	
  

1%	
  

71%	
  

1%	
  

10%	
  

14%	
  

36%	
  

3%	
  

34%	
  

0%	
   20%	
   40%	
   60%	
   80%	
   100%	
  

Vermont	
  

New	
  Brunswick	
  

New	
  Hampshire	
  

MassachuseQs	
  

Quebec	
  

Maine	
  

Maine	
  Leisure	
  (Base=1,175)	
   2009	
  (Base=70*)	
   2010	
  (Base=56*)	
  

•  As	
  was	
  the	
  case	
  in	
  2009,	
  the	
  vast	
  majority	
  of	
  leisure	
  day	
  visitors	
  to	
  the	
  Kennebec	
  &	
  
Moose	
  River	
  Valley	
  region	
  were	
  from	
  Maine.	
  However,	
  there	
  was	
  a	
  significant	
  increase	
  
in	
  visitors	
  from	
  Quebec	
  as	
  well	
  as	
  a	
  significant	
  decrease	
  in	
  visitors	
  from	
  MassachuseQs	
  
in	
  2010.	
  

Day	
  Q1A.	
  In	
  what	
  State	
  or	
  Province	
  do	
  you	
  reside?	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  
*Please	
  Note:	
  Small	
  sample	
  sizes,	
  use	
  data	
  for	
  direcConal	
  purposes	
  only. 
	
  



Primary	
  Purpose	
  of	
  Day	
  Leisure	
  Trips:	
  
Kennebec	
  &	
  Moose	
  River	
  Valley	
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Other	
  

Cultural	
  and	
  Heritage	
  Tourism	
  

Special	
  Event	
  

Touring	
  

Outdoor	
  Recrea;on	
  

Shopping	
  

Primary	
  Purpose	
  of	
  Day	
  Leisure	
  Trips	
  
	
  

Maine	
  Leisure	
  (Base=1,175)	
   2009	
  (Base=70*)	
   2010	
  (Base=56*)	
  

•  Shopping	
  is	
  the	
  top	
  primary	
  trip	
  purpose	
  among	
  leisure	
  day	
  visitors	
  to	
  the	
  Kennebec	
  
region.	
  	
  This	
  is	
  likely	
  due	
  to	
  the	
  shopping	
  centers	
  around	
  Augusta	
  and	
  Waterville	
  that	
  
bring	
  residents	
  from	
  other	
  areas	
  of	
  the	
  state	
  to	
  this	
  region	
  to	
  shop.	
  	
  Not	
  surprisingly,	
  
outdoor	
  recrea;on	
  is	
  also	
  cited	
  by	
  nearly	
  one	
  out	
  of	
  three	
  day	
  visitors	
  to	
  the	
  region	
  as	
  
their	
  primary	
  trip	
  purpose.	
  

Day	
  Q3.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  leisure	
  trip	
  in	
  Maine?	
  	
  

  

192 

2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  
*Please	
  Note:	
  Small	
  sample	
  sizes,	
  use	
  data	
  for	
  direcConal	
  purposes	
  only. 



Day	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
Kennebec	
  &	
  Moose	
  River	
  Valley	
  
•  Shopping	
  and	
  outdoor	
  recrea;on	
  were	
  each	
  cited	
  as	
  trip	
  ac;vi;es	
  by	
  almost	
  half	
  of	
  

leisure	
  day	
  visitors	
  to	
  the	
  Kennebec	
  region	
  in	
  2010.	
  This	
  underscores	
  the	
  importance	
  of	
  
both	
  ac;vi;es	
  for	
  leisure	
  day	
  visita;on	
  to	
  this	
  region	
  of	
  Maine.	
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22%	
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ac;vi;es	
  (NET)	
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   Driving	
  for	
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Res;ng,	
  
relaxing,	
  
unwinding	
  

Visi;ng	
  family	
  
and	
  friends	
  

AQending	
  
Spor;ng	
  Events	
  

Viewing	
  fall	
  
colors	
  

Searching	
  for	
  
local	
  cuisine	
  or	
  
dining	
  hot	
  spots	
  

	
  
	
  

Maine	
  Leisure	
  (Base=1,175)	
   2009	
  (Base=70*)	
   2010	
  (Base=56*)	
  

Top	
  Trip	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  
*Please	
  Note:	
  Small	
  sample	
  sizes,	
  use	
  data	
  for	
  direcConal	
  purposes	
  only. 
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Hun;ng	
  
Cross	
  country	
  skiing	
  

Biking	
  
Golfing	
  

Kayaking	
  
Snowshoeing	
  
Snowmobiling	
  

Riding	
  all	
  terrain	
  vehicles	
  
Outdoor	
  swimming	
  

Motor	
  boa;ng	
  
Canoeing	
  

Ocean	
  fishing	
  
Ice	
  fishing	
  

White	
  water	
  raning	
  
Water	
  skiing/	
  jet	
  skiing	
  

Downhill	
  skiing/	
  snowboarding	
  
Pool	
  swimming	
  

Going	
  to	
  the	
  beach	
  
Sailing	
  

Lake,	
  stream,	
  or	
  river	
  fishing	
  
Hiking	
  or	
  climbing	
   	
  

	
  

Maine	
  Leisure	
  (Base=1,175)	
   2009	
  (Base=70)	
   2010	
  (Base=56)	
  

Maine	
  
Leisure	
  
(n=1,175)	
  

Kennebec	
  &	
  
MRV	
  
2009	
  
(n=70)	
  

Kennebec	
  &	
  
MRV	
  
2010	
  
(n=56)	
  

General	
  
Shopping	
   28%	
   20%	
   29%	
  

Shopping	
  for	
  
an;ques,	
  arts,	
  
crans	
  

14%	
   21%	
   13%	
  

Shopping	
  for	
  
gins	
  or	
  
souvenirs	
  

22%	
   7%	
   13%	
  

Outlet	
  shopping	
   30%	
   34%	
   12%	
  

Day	
  Leisure	
  Trip	
  Ac?vi?es:	
  Kennebec	
  &	
  Moose	
  
River	
  Valley	
  	
  

•  There	
  was	
  a	
  decrease	
  in	
  outlet	
  shopping	
  in	
  2010.	
  	
  Also,	
  a	
  smaller	
  propor;on	
  of	
  day	
  
visitors	
  went	
  swimming	
  in	
  pools	
  in	
  2010	
  than	
  in	
  2009.	
  

Top	
  Trip	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  your	
  most	
  recent	
  trip	
  in	
  Maine?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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2010	
  Annual	
  Report	
  

New to survey in 2010 

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  
*Please	
  Note:	
  Small	
  sample	
  sizes,	
  use	
  data	
  for	
  direcConal	
  purposes	
  only. 



Day	
  Leisure	
  Visitor	
  Towns	
  &	
  Ci?es	
  Visited:	
  
Kennebec	
  &	
  Moose	
  River	
  Valley	
  

Day	
  Q12:	
  Within	
  the	
  region	
  you	
  visited,	
  what	
  specific	
  towns	
  or	
  ciCes	
  did	
  you	
  visit?	
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Within the region you visited, what specific towns or 
cities did you visit?  

Percent of visitors to region 

2010	
  Annual	
  Report	
  

3%	
  

5%	
  

5%	
  

5%	
  

11%	
  

12%	
  

15%	
  

17%	
  

33%	
  

58%	
  

20%	
  

5%	
  

8%	
  

10%	
  

7%	
  

4%	
  

8%	
  

18%	
  

31%	
  

59%	
  

0%	
   20%	
   40%	
   60%	
   80%	
  

Monmouth	
  

Richmond	
  

Belgrade	
  Lakes	
  

Jackman	
  

The	
  Forks	
  

Winthrop	
  

Hallowell	
  

Skowhegan	
  

Waterville	
  

Augusta	
  

2009	
  (Base=70*)	
   2010	
  (Base=56*)	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  
*Please	
  Note:	
  Small	
  sample	
  sizes,	
  use	
  data	
  for	
  direcConal	
  purposes	
  only. 
	
  



Regional Insights: 
Maine Highlands 



Overnight	
  Leisure	
  Visitor	
  Demographics:	
  
The	
  Maine	
  Highlands	
  
•  There	
  were	
  no	
  sta;s;cally	
  significant	
  changes	
  in	
  the	
  demographic	
  profile	
  of	
  overnight	
  

leisure	
  visitors	
  to	
  the	
  Maine	
  Highlands	
  between	
  2009	
  and	
  2010.	
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  Report	
  

Maine	
  
Leisure	
  

(Base=1,466)	
  

2009	
  
(Base=146)	
  

2010	
  
(Base=161)	
  

Mean	
  Age	
   45.2	
   42.6	
   41.9	
  

<	
  35	
   28%	
   35%	
   33%	
  

35	
  -­‐	
  44	
   19%	
   17%	
   21%	
  

45	
  -­‐	
  54	
   24%	
   26%	
   26%	
  

55	
  +	
   30%	
   22%	
   20%	
  

Mean	
  Income	
   $106,700	
   $105,800	
   $94,010	
  

<	
  $50,000	
   11%	
   29%	
   14%	
  

$50,000	
  -­‐	
  $99,000	
   37%	
   27%	
   37%	
  

$100,000	
  +	
   36%	
   38%	
   34%	
  

Female	
   47%	
   46%	
   41%	
  

College	
  Degree	
  or	
  
Higher	
   76%	
   72%	
   71%	
  

Married	
   61%	
   51%	
   61%	
  

Employed	
  Full	
  Time	
   60%	
   71%	
   62%	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  



Overnight	
  Leisure	
  Visitor	
  Residence:	
  	
  
The	
  Maine	
  Highlands	
  
	
  

0%	
  

0%	
  

1%	
  

1%	
  

2%	
  

2%	
  

2%	
  

3%	
  

4%	
  

5%	
  

10%	
  

12%	
  

21%	
  

35%	
  

1%	
  

2%	
  

3%	
  

7%	
  

1%	
  

1%	
  

3%	
  

1%	
  

5%	
  

10%	
  

8%	
  

3%	
  

17%	
  

37%	
  

0%	
  

2%	
  

7%	
  

4%	
  

<.5%	
  

2%	
  

5%	
  

7%	
  

4%	
  

21%	
  

5%	
  

8%	
  

19%	
  

9%	
  

0%	
   5%	
   10%	
   15%	
   20%	
   25%	
   30%	
   35%	
   40%	
  

PEI	
  

Delaware	
  

Connec;cut	
  

Pennsylvania	
  

Nova	
  Sco;a	
  

Maryland	
  

New	
  Hampshire	
  

New	
  Jersey	
  

Quebec	
  

MassachuseQs	
  

Maine	
  

Ontario	
  

New	
  York	
  

New	
  Brunswick	
  

Maine	
  Leisure	
  (Base=1,466)	
   2009	
  (Base=146)	
   2010	
  (Base=161)	
  

•  New	
  Brunswick	
  con;nues	
  to	
  be	
  the	
  largest	
  source	
  of	
  overnight	
  leisure	
  visitors	
  to	
  this	
  
region,	
  represen;ng	
  more	
  than	
  one-­‐third	
  of	
  these	
  visitors	
  to	
  the	
  Maine	
  Highlands.	
  
Notably,	
  visita;on	
  from	
  Ontario	
  increased	
  significantly	
  in	
  2010	
  while	
  Pennsylvania	
  saw	
  a	
  
significant	
  decrease.	
  

State/Province	
  of	
  residence.	
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  Report	
  

Base:	
  People	
  who	
  Live	
  in	
  New	
  England,	
  NJ,	
  NY,	
  PA,	
  DE,	
  MD,	
  DC,	
  and	
  Eastern	
  Canada	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  



Primary	
  Purpose	
  of	
  Overnight	
  Leisure	
  Trips:	
  
The	
  Maine	
  Highlands	
  
	
  

9%	
  

4%	
  

12%	
  

16%	
  

23%	
  

35%	
  

9%	
  

4%	
  

5%	
  

13%	
  

26%	
  

43%	
  

11%	
  

4%	
  

11%	
  

27%	
  

32%	
  

16%	
  

0%	
   10%	
   20%	
   30%	
   40%	
   50%	
   60%	
   70%	
  

Other	
  

Cultural/Heritage	
  Tourism	
  

Special	
  Event	
  

Touring	
  

Outdoor	
  Recrea;on	
  

Shopping	
  

Primary	
  Purpose	
  of	
  Overnight	
  Leisure	
  Trips	
  
	
  

Maine	
  Leisure	
  (Base=1,466)	
   2009	
  (Base=146)	
   2010	
  (Base=161)	
  

•  Shopping	
  con;nues	
  to	
  be	
  a	
  popular	
  primary	
  trip	
  purpose	
  for	
  overnight	
  leisure	
  visitors	
  to	
  
this	
  region.	
  This	
  is	
  likely	
  a	
  func;on	
  of	
  the	
  strong	
  visita;on	
  from	
  New	
  Brunswick,	
  as	
  
Canadians	
  onen	
  come	
  over	
  the	
  border	
  to	
  take	
  advantage	
  of	
  shopping	
  opportuni;es	
  in	
  
Maine.	
  

Regional	
  Q7.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  leisure	
  trip	
  in	
  Maine?	
  	
  

  

199 

2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  



Overnight	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
The	
  Maine	
  Highlands	
  
•  Shopping	
  was	
  the	
  most	
  widely	
  cited	
  trip	
  ac;vity	
  among	
  overnight	
  leisure	
  visitors	
  to	
  the	
  

Maine	
  Highlands.	
  However,	
  it’s	
  also	
  important	
  to	
  note	
  that	
  approximately	
  two	
  in	
  five	
  
overnight	
  leisure	
  visitors	
  to	
  this	
  region	
  reported	
  that	
  they	
  par;cipated	
  in	
  outdoor	
  
ac;vi;es	
  during	
  their	
  visit.	
  

66%	
  
60%	
  

54%	
  

38%	
  
44%	
  

33%	
  

17%	
  
13%	
  

17%	
  

58%	
  
51%	
  

35%	
  

24%	
  

15%	
  
18%	
  

9%	
   9%	
  

21%	
  

51%	
  

40%	
  
36%	
  

30%	
  
27%	
  

21%	
  
16%	
  

12%	
   11%	
  

0%	
  

20%	
  

40%	
  

60%	
  

80%	
  

100%	
  

Shopping	
  (NET)	
   Outdoor	
  
ac;vi;es	
  (NET)	
  

Res;ng,	
  relaxing	
   Driving	
  for	
  
pleasure	
  

Sightseeing	
   Searching	
  for	
  
local	
  cuisine	
  

Visi;ng	
  family	
  
and	
  friends	
  

Nightlife	
  /	
  
evening	
  

entertainment	
  

Wildlife	
  
viewing	
  /	
  bird	
  
watching	
  

	
  
	
  

Maine	
  Leisure	
  (Base=1,466)	
   2009	
  (Base=146)	
   2010	
  (Base=161)	
  

Top	
  Trip	
  Ac?vi?es	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  



Overnight	
  Leisure	
  Trip	
  Ac?vi?es:	
  The	
  Maine	
  
Highlands	
  	
  

•  Overall	
  visitors	
  to	
  the	
  Maine	
  Highlands	
  con;nue	
  to	
  enjoy	
  a	
  variety	
  of	
  outdoor	
  ac;vi;es,	
  
although	
  there	
  was	
  a	
  decrease	
  in	
  the	
  share	
  of	
  visitors	
  who	
  went	
  canoeing.	
  	
  	
  

1%	
  

1%	
  

2%	
  

1%	
  

2%	
  

2%	
  

2%	
  

2%	
  

2%	
  

3%	
  

3%	
  

3%	
  

4%	
  

4%	
  

4%	
  

5%	
  

6%	
  

6%	
  

7%	
  

18%	
  

2%	
  

0%	
  

1%	
  

2%	
  

0%	
  

1%	
  

3%	
  

1%	
  

0%	
  

<.5%	
  

1%	
  

5%	
  

6%	
  

3%	
  

14%	
  

11%	
  

10%	
  

10%	
  

25%	
  

1%	
  

1%	
  

1%	
  

1%	
  

3%	
  

3%	
  

1%	
  

2%	
  

1%	
  

3%	
  

1%	
  

1%	
  

7%	
  

9%	
  

4%	
  

4%	
  

14%	
  

4%	
  

15%	
  

21%	
  

0%	
   20%	
   40%	
  

Riding	
  all	
  terrain	
  vehicles	
  
Water	
  skiing/	
  jet	
  skiing	
  

Ice	
  fishing	
  
Cross	
  country	
  skiing	
  

Ocean	
  fishing	
  
Sailing	
  

White	
  water	
  raning	
  
Downhill	
  skiing/	
  snowboarding	
  

Snowshoeing	
  
Motor	
  boa;ng	
  

Hun;ng	
  
Snowmobiling	
  

Kayaking	
  
Biking	
  

Lake,	
  stream,	
  or	
  river	
  fishing	
  
Canoeing	
  

Pool	
  swimming	
  
Golfing	
  

Outdoor	
  swimming	
  
Hiking	
  or	
  climbing	
   	
  

	
  

Maine	
  Leisure	
  (Base=1,466)	
   2009	
  (Base=146)	
   2010	
  (Base=161)	
  

Outdoor	
  Ac?vi?es	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
  

  

201 

2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

Shopping	
  Ac?vi?es	
  

Maine	
  
Leisure	
  
(n=1,466)	
  

Maine	
  
Highlands	
  
2009	
  

(n=146)	
  

Maine	
  
Highlands	
  
2010	
  

(n=161)	
  

Outlet	
  
shopping	
   34%	
   25%	
   23%	
  

General	
  
Shopping	
   32%	
   34%	
   37%	
  

Shopping	
  for	
  
gins	
  or	
  
souvenirs	
  

32%	
   19%	
   25%	
  

Shopping	
  for	
  
an;ques,	
  
arts,	
  crans	
  

17%	
   10%	
   8%	
  



Overnight	
  Leisure	
  Visitor	
  Towns	
  &	
  Ci?es	
  
Visited:	
  The	
  Maine	
  Highlands	
  

Regional	
  Q31:	
  Within	
  the	
  region	
  you	
  visited,	
  what	
  specific	
  towns	
  or	
  ciCes	
  did	
  you	
  visit?	
  (Please	
  check	
  all	
  that	
  apply)	
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Within the region you visited, what specific towns or 
cities did you visit?  

Percent of visitors to region 

2010	
  Annual	
  Report	
  

4%	
  

4%	
  

4%	
  

5%	
  

7%	
  

7%	
  

11%	
  

11%	
  

14%	
  

63%	
  

5%	
  

6%	
  

9%	
  

8%	
  

5%	
  

6%	
  

5%	
  

15%	
  

6%	
  

72%	
  

0%	
   20%	
   40%	
   60%	
   80%	
  

Millinocket	
  

Brownville	
  

Mt.	
  Katahdin	
  

Orono	
  

Old	
  Town	
  

Newport	
  

Greenville	
  

Moosehead	
  Lake	
  

Baxter	
  State	
  Park	
  

Bangor	
  

2009	
  (Base=146)	
   2010	
  (Base=161)	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  
	
  



Day	
  Leisure	
  Visitor	
  Demographics:	
  
The	
  Maine	
  Highlands	
  
•  The	
  Maine	
  Highlands	
  day	
  visitors	
  in	
  2010	
  are	
  more	
  likely	
  to	
  be	
  45-­‐54	
  year	
  olds	
  and	
  have	
  

a	
  higher	
  average	
  household	
  income	
  than	
  visitors	
  in	
  2009.	
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Maine	
  Leisure	
  
(Base=1,175)	
  

2009	
  
(Base=116)	
  

2010	
  
(Base=100)	
  

Mean	
  Age	
   46.8	
   41.9	
   45.0	
  

<	
  35	
   27%	
   35%	
   28%	
  

35	
  -­‐	
  44	
   17%	
   23%	
   19%	
  

45	
  -­‐	
  54	
   20%	
   15%	
   28%	
  

55	
  +	
   36%	
   27%	
   26%	
  

Mean	
  Income	
   $92,950	
   $72,500	
   $89,110	
  

<	
  $50,000	
   21%	
   33%	
   24%	
  

$50,000	
  -­‐	
  $99,000	
   43%	
   47%	
   44%	
  

$100,000	
  +	
   36%	
   20%	
   32%	
  

Female	
   51%	
   55%	
   53%	
  

College	
  Degree	
  or	
  
Higher	
   73%	
   68%	
   59%	
  

Married	
   62%	
   55%	
   62%	
  

Employed	
  Full	
  Time	
   58%	
   57%	
   64%	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  



Day	
  Leisure	
  Visitor	
  Residence:	
  	
  
The	
  Maine	
  Highlands	
  
	
  

0%	
  

1%	
  

2%	
  

3%	
  

6%	
  

36%	
  

52%	
  

2%	
  

2%	
  

2%	
  

3%	
  

0%	
  

27%	
  

64%	
  

1%	
  

3%	
  

<.5%	
  

14%	
  

36%	
  

10%	
  

34%	
  

0%	
   20%	
   40%	
   60%	
   80%	
  

Vermont	
  

Quebec	
  

Nova	
  Sco;a	
  

New	
  Hampshire	
  

MassachuseQs	
  

New	
  Brunswick	
  

Maine	
  

Maine	
  Leisure	
  (Base=1,175)	
   2009	
  (Base=116)	
   2010	
  (Base=100)	
  

•  The	
  residence	
  of	
  day	
  visitors	
  to	
  the	
  Maine	
  Highlands	
  remained	
  sta;s;cally	
  stable.	
  Maine	
  
and	
  New	
  Brunswick	
  con;nue	
  to	
  represent	
  over	
  80%	
  of	
  visita;on	
  to	
  the	
  Maine	
  
Highlands.	
  

Day	
  Q1A.	
  In	
  what	
  State	
  or	
  Province	
  do	
  you	
  reside?	
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notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  



Primary	
  Purpose	
  of	
  Day	
  Leisure	
  Trips:	
  
The	
  Maine	
  Highlands	
  
	
  

10%	
  

1%	
  

7%	
  

8%	
  

14%	
  

60%	
  

13%	
  

1%	
  

9%	
  

9%	
  

20%	
  

48%	
  

10%	
  

0%	
  

8%	
  

15%	
  

26%	
  

40%	
  

0%	
   10%	
   20%	
   30%	
   40%	
   50%	
   60%	
   70%	
  

Other	
  

Cultural	
  and	
  Heritage	
  Tourism	
  

Special	
  event	
  

Touring	
  

Outdoor	
  Recrea;on	
  

Shopping	
  

Primary	
  Purpose	
  of	
  Day	
  Leisure	
  Trips	
  
	
  

Maine	
  Leisure	
  (Base=1,175)	
   2009	
  (Base=116)	
   2010	
  (Base=100)	
  

•  Shopping	
  remained	
  the	
  most	
  frequently	
  cited	
  primary	
  trip	
  purpose	
  among	
  leisure	
  day	
  
visitors	
  to	
  this	
  region.	
  

Day	
  Q3.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  leisure	
  trip	
  in	
  Maine?	
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  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  



Day	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
The	
  Maine	
  Highlands	
  
•  Shopping	
  is	
  a	
  popular	
  trip	
  ac;vity	
  among	
  leisure	
  day	
  visitors	
  to	
  the	
  Maine	
  Highlands.	
  

Aside	
  from	
  shopping,	
  one-­‐quarter	
  of	
  leisure	
  day	
  visitors	
  to	
  the	
  Maine	
  Highlands	
  
reported	
  that	
  they	
  engaged	
  in	
  outdoor	
  recrea;on	
  during	
  their	
  day	
  visit	
  to	
  the	
  region.	
  	
  

63%	
  

36%	
   35%	
  
27%	
   30%	
  

22%	
  

2%	
  

11%	
   9%	
  

56%	
  

33%	
  

21%	
  
18%	
   15%	
   11%	
   9%	
  

14%	
  
9%	
  

59%	
  

24%	
   24%	
  
20%	
   17%	
  

13%	
   13%	
   10%	
   7%	
  

0%	
  

20%	
  

40%	
  

60%	
  

80%	
  

100%	
  

Shopping	
  (NET)	
   Outdoor	
  
ac;vi;es	
  (NET)	
  

Res;ng,	
  
relaxing,	
  
unwinding	
  

Driving	
  for	
  
pleasure	
  

Sightseeing	
   Searching	
  for	
  
local	
  cuisine	
  or	
  
dining	
  hot	
  spots	
  

Casino	
  gaming	
   Visi;ng	
  family	
  
and	
  friends	
  

Exploring	
  State	
  
and	
  Na;onal	
  

Parks	
  

	
  
	
  

Maine	
  Leisure	
  (Base=1,175)	
   2009	
  (Base=116)	
   2010	
  (Base=100)	
  

Top	
  Trip	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
  

  

206 

2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
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2%	
  
2%	
  

4%	
  
19%	
  

3%	
  
8%	
  

0%	
   5%	
   10%	
   15%	
   20%	
  

Ice	
  fishing	
  
Snowshoeing	
  

Water	
  skiing/	
  jet	
  skiing	
  
White	
  water	
  raning	
  

Riding	
  all	
  terrain	
  vehicles	
  
Hun;ng	
  

Ocean	
  fishing	
  
Sailing	
  

Motor	
  boa;ng	
  
Snowmobiling	
  

Cross	
  country	
  skiing	
  
Downhill	
  skiing/	
  snowboarding	
  

Biking	
  
Outdoor	
  swimming	
  

Canoeing	
  
Golfing	
  

Kayaking	
  
Pool	
  swimming	
  

Going	
  to	
  the	
  beach	
  
Lake,	
  stream,	
  or	
  river	
  fishing	
  

Hiking	
  or	
  climbing	
  

Maine	
  Leisure	
  (Base=1,175)	
   2009	
  (Base=116)	
   2010	
  (Base=100)	
  

Maine	
  
Leisure	
  
(n=1,175)	
  

Maine	
  
Highlands	
  

2009	
  
(n=116)	
  

Maine	
  
Highlands	
  

2010	
  
(n=100)	
  

Outlet	
  shopping	
   30%	
   25%	
   24%	
  

General	
  Shopping	
   28%	
   41%	
   40%	
  

Shopping	
  for	
  gins	
  
or	
  souvenirs	
   22%	
   23%	
   30%	
  

Shopping	
  for	
  
an;ques,	
  arts,	
  
crans	
  

14%	
   10%	
   12%	
  

Day	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  The	
  Maine	
  Highlands	
  	
  
•  Day	
  visitors	
  to	
  the	
  Maine	
  Highlands	
  in	
  2010	
  par;cipated	
  in	
  a	
  variety	
  of	
  outdoor	
  

ac;vi;es,	
  although	
  outdoor	
  swimming	
  was	
  down	
  compared	
  to	
  2009.	
  

Outdoor	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  your	
  most	
  recent	
  trip	
  in	
  Maine?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

New to survey in 2010 



Day	
  Leisure	
  Visitor	
  Towns	
  &	
  Ci?es	
  Visited:	
  
The	
  Maine	
  Highlands	
  

Day	
  Q12:	
  Within	
  the	
  region	
  you	
  visited,	
  what	
  specific	
  towns	
  or	
  ciCes	
  did	
  you	
  visit?	
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Within the region you visited, what specific towns or 
cities did you visit?  

Percent of visitors to region 

2010	
  Annual	
  Report	
  

4%	
  

4%	
  

4%	
  

6%	
  

7%	
  

7%	
  

9%	
  

10%	
  

11%	
  

79%	
  

5%	
  

9%	
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6%	
  

7%	
  

10%	
  

7%	
  

7%	
  

12%	
  

81%	
  

0%	
   20%	
   40%	
   60%	
   80%	
   100%	
  

Mt.	
  Katahdin	
  

Dover-­‐Foxcron	
  

Newport	
  

Dexter	
  

Lincoln	
  

Baxter	
  State	
  Park	
  

Old	
  Town	
  

Millinocket	
  

Orono	
  

Bangor	
  

2009	
  (Base=146)	
   2010	
  (Base=100)	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  
	
  



Regional Insights: 
Downeast & Acadia 



Overnight	
  Leisure	
  Visitor	
  Demographics:	
  
Downeast	
  &	
  Acadia	
  
•  Overnight	
  visitors	
  to	
  the	
  Downeast	
  &	
  Acadia	
  region	
  were	
  similar	
  in	
  2010	
  to	
  those	
  seen	
  

in	
  2009,	
  although	
  there	
  is	
  a	
  sta;s;cally	
  significant	
  increase	
  in	
  females.	
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2010	
  Annual	
  Report	
  

Maine	
  
Leisure	
  

(Base=1,466)	
  

2009	
  
(Base=266)	
  

2010	
  
(Base=339)	
  

Mean	
  Age	
   45.2	
   44.7	
   46.2	
  

<	
  35	
   28%	
   29%	
   24%	
  

35	
  -­‐	
  44	
   19%	
   21%	
   20%	
  

45	
  -­‐	
  54	
   24%	
   21%	
   24%	
  

55	
  +	
   30%	
   29%	
   32%	
  

Mean	
  Income	
   $106,700	
   $110,800	
   $120,800	
  

<	
  $50,000	
   11%	
   11%	
   9%	
  

$50,000	
  -­‐	
  $99,000	
   37%	
   32%	
   32%	
  

$100,000	
  +	
   36%	
   43%	
   43%	
  

Female	
   47%	
   35%	
   47%	
  

College	
  Degree	
  or	
  
Higher	
   76%	
   84%	
   84%	
  

Married	
   61%	
   63%	
   66%	
  

Employed	
  Full	
  Time	
   60%	
   63%	
   61%	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  



Overnight	
  Leisure	
  Visitor	
  Residence:	
  	
  
Downeast	
  &	
  Acadia	
  
	
  

1%	
  

2%	
  

3%	
  

3%	
  

4%	
  

4%	
  

5%	
  

8%	
  

10%	
  

12%	
  

13%	
  

27%	
  

7%	
  

3%	
  

4%	
  

5%	
  

4%	
  

10%	
  

7%	
  

10%	
  

10%	
  

11%	
  

7%	
  

16%	
  

4%	
  

5%	
  

7%	
  

9%	
  

2%	
  

2%	
  

5%	
  

4%	
  

7%	
  

21%	
  

8%	
  

19%	
  

0%	
   10%	
   20%	
   30%	
  

Quebec	
  

New	
  Hampshire	
  

Connec;cut	
  

New	
  Brunswick	
  

Maryland	
  

Delaware	
  

Maine	
  

Pennsylvania	
  

New	
  Jersey	
  

MassachuseQs	
  

Ontario	
  

New	
  York	
  

Maine	
  Leisure	
  (Base=1,466)	
   2009	
  (Base=266)	
   2010	
  (Base=339)	
  

•  Residents	
  of	
  New	
  York	
  	
  and	
  Ontario	
  make	
  up	
  the	
  largest	
  percentage	
  of	
  overnight	
  leisure	
  
visitors	
  to	
  the	
  Downeast	
  &	
  Acadia	
  region,	
  with	
  both	
  increasingly	
  significantly	
  from	
  2009	
  
to	
  2010.	
  It’s	
  also	
  important	
  to	
  note	
  that	
  there	
  were	
  sta;s;cally	
  significant	
  year-­‐over-­‐
year	
  decreases	
  in	
  the	
  percentage	
  of	
  overnight	
  leisure	
  visitors	
  to	
  this	
  region	
  from	
  
Delaware	
  and	
  Quebec.	
  

State/Province	
  of	
  residence.	
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2010	
  Annual	
  Report	
  

Base:	
  People	
  who	
  Live	
  in	
  New	
  England,	
  NJ,	
  NY,	
  PA,	
  DE,	
  MD,	
  DC,	
  and	
  Eastern	
  Canada	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  



Primary	
  Purpose	
  of	
  Overnight	
  Leisure	
  Trips:	
  
Downeast	
  &	
  Acadia	
  
	
  

6%	
  

4%	
  

4%	
  

7%	
  

39%	
  

40%	
  

10%	
  

5%	
  

6%	
  

9%	
  

34%	
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11%	
  

27%	
  

32%	
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   70%	
  

Other	
  

Cultural/Heritage	
  Tourism	
  

Shopping	
  

Special	
  Event	
  

Touring	
  

Outdoor	
  Recrea;on	
  

Primary	
  Purpose	
  of	
  Overnight	
  Leisure	
  Trips	
  
	
  

Maine	
  Leisure	
  (Base=1,466)	
   2009	
  (Base=266)	
   2010	
  (Base=339)	
  

•  Outdoor	
  recrea;on	
  and	
  touring	
  remain	
  the	
  most	
  popular	
  primary	
  trip	
  purposes	
  for	
  
overnight	
  leisure	
  visitors	
  to	
  the	
  Downeast	
  &	
  Acadia	
  region.	
  	
  

Regional	
  Q7.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  leisure	
  trip	
  in	
  Maine?	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  



Overnight	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
Downeast	
  &	
  Acadia	
  
•  Reflec;ng	
  the	
  wide	
  variety	
  of	
  ac;vi;es	
  available	
  in	
  the	
  Downeast	
  &	
  Acadia	
  region,	
  at	
  

least	
  half	
  of	
  overnight	
  leisure	
  visitors	
  to	
  this	
  region	
  reported	
  that	
  they	
  did	
  at	
  least	
  one	
  of	
  
the	
  following	
  during	
  their	
  visit:	
  outdoor	
  recrea;on,	
  sightseeing,	
  shopping,	
  res;ng,	
  and	
  
driving	
  for	
  pleasure.	
  	
  Notably,	
  sightseeing	
  is	
  up	
  for	
  the	
  region	
  over	
  a	
  year	
  ago.	
  

60%	
  

44%	
  

66%	
  

54%	
  

38%	
  

21%	
  

33%	
  

17%	
  

62%	
  
54%	
  

67%	
  

59%	
  

45%	
  
50%	
  

33%	
  
30%	
  

71%	
   69%	
   68%	
  
60%	
  

54%	
  
48%	
  

34%	
  
29%	
  

0%	
  

20%	
  

40%	
  

60%	
  

80%	
  

100%	
  

Outdoor	
  ac;vi;es	
  
(NET)	
  

Sightseeing	
   Shopping	
  (NET)	
   Res;ng,	
  relaxing	
   Driving	
  for	
  
pleasure	
  

Exploring	
  State	
  and	
  
Na;onal	
  Parks	
  

Searching	
  for	
  local	
  
cuisine	
  

Wildlife	
  viewing	
  /	
  
bird	
  watching	
  

	
  
	
  

Maine	
  Leisure	
  (Base=1,466)	
   2009	
  (Base=266)	
   2010	
  (Base=339)	
  

Top	
  Trip	
  Ac?vi?es	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
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Riding	
  all	
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  vehicles	
  
Snowmobiling	
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  skiing/	
  snowboarding	
  
Hun;ng	
  

Ice	
  fishing	
  
Cross	
  country	
  skiing	
  

Snowshoeing	
  
Water	
  skiing/	
  jet	
  skiing	
  

White	
  water	
  raning	
  
Ocean	
  fishing	
  

Sailing	
  
Motor	
  boa;ng	
  

Lake,	
  stream,	
  or	
  river	
  fishing	
  
Golfing	
  

Canoeing	
  
Outdoor	
  swimming	
  

Pool	
  swimming	
  
Kayaking	
  

Biking	
  
Going	
  to	
  the	
  beach	
  
Hiking	
  or	
  climbing	
   	
  

	
  

Maine	
  Leisure	
  (Base=1,466)	
   2009	
  (Base=266)	
   2010	
  (Base=339)	
  

Shopping	
  Ac?vi?es	
  

Maine	
  
Leisure	
  
(n=1,466)	
  

Downeast	
  &	
  
Acadia	
  
2009	
  

(n=266)	
  

Downeast	
  &	
  
Acadia	
  
2010	
  

(n=339)	
  

Outlet	
  shopping	
   34%	
   15%	
   30%	
  

General	
  
Shopping	
   32%	
   24%	
   28%	
  

Shopping	
  for	
  
gins	
  or	
  
souvenirs	
  

32%	
   46%	
   36%	
  

Shopping	
  for	
  
an;ques,	
  arts,	
  
crans	
  

17%	
   25%	
   21%	
  

Overnight	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  Downeast	
  &	
  
Acadia	
  	
  
•  Two	
  in	
  five	
  visitors	
  to	
  Downeast	
  &	
  Acadia	
  go	
  hiking	
  during	
  their	
  visit	
  to	
  the	
  region.	
  	
  	
  
•  There	
  has	
  been	
  an	
  increase	
  in	
  outlet	
  shopping	
  in	
  2010	
  compared	
  to	
  2009.	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

New to survey in 2010 

Outdoor	
  Ac?vi?es	
  



Overnight	
  Leisure	
  Visitor	
  Towns	
  &	
  Ci?es	
  
Visited:	
  Downeast	
  &	
  Acadia	
  

Regional	
  Q31:	
  Within	
  the	
  region	
  you	
  visited,	
  what	
  specific	
  towns	
  or	
  ciCes	
  did	
  you	
  visit?	
  

  

215 

Within the region you visited, what specific towns or 
cities did you visit?  

Percent of visitors to region 

2010	
  Annual	
  Report	
  

5%	
  

6%	
  

7%	
  

7%	
  

11%	
  

13%	
  

21%	
  

21%	
  

27%	
  

36%	
  

73%	
  

74%	
  

8%	
  

6%	
  

6%	
  

7%	
  

5%	
  

6%	
  

14%	
  

17%	
  

21%	
  

33%	
  

63%	
  

71%	
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Deer	
  Isle	
  

Machias	
  

Bucksport	
  

Blue	
  Hill	
  

Calais	
  

Eastport	
  

Northeast	
  Harbor	
  

Southwest	
  Harbor	
  

Ellsworth	
  

Cadillac	
  Mountain	
  

Acadia	
  Na;onal	
  Park	
  

Bar	
  Harbor	
  

2009	
  (Base=266)	
   2010	
  (Base=339)	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  
	
  



Day	
  Leisure	
  Visitor	
  Demographics:	
  
Downeast	
  &	
  Acadia	
  
•  There	
  is	
  year-­‐over-­‐year	
  stability	
  in	
  the	
  demographic	
  profile	
  of	
  leisure	
  day	
  visitors	
  to	
  the	
  

Downeast	
  &	
  Acadia	
  region	
  in	
  2010	
  as	
  compared	
  to	
  the	
  same	
  period	
  in	
  2009.	
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2010	
  Annual	
  Report	
  

Maine	
  Leisure	
  
(Base=1,175)	
  

2009	
  
(Base=149)	
  

2010	
  
(Base=106)	
  

Mean	
  Age	
   46.8	
   44.1	
   46.7	
  

<	
  35	
   27%	
   33%	
   25%	
  

35	
  -­‐	
  44	
   17%	
   18%	
   20%	
  

45	
  -­‐	
  54	
   20%	
   16%	
   23%	
  

55	
  +	
   36%	
   32%	
   32%	
  

Mean	
  Income	
   $92,950	
   $87,710	
   $76,040	
  

<	
  $50,000	
   21%	
   26%	
   35%	
  

$50,000	
  -­‐	
  $99,000	
   43%	
   43%	
   42%	
  

$100,000	
  +	
   36%	
   31%	
   23%	
  

Female	
   51%	
   65%	
   52%	
  

College	
  Degree	
  or	
  
Higher	
   73%	
   73%	
   73%	
  

Married	
   62%	
   69%	
   60%	
  

Employed	
  Full	
  Time	
   58%	
   67%	
   54%	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  



Day	
  Leisure	
  Visitor	
  Residence:	
  	
  
Downeast	
  &	
  Acadia	
  
	
  

0%	
  

0%	
  

2%	
  

2%	
  

4%	
  

8%	
  

30%	
  

54%	
  

1%	
  

3%	
  

2%	
  

2%	
  

0%	
  

24%	
  

30%	
  

38%	
  

1%	
  

14%	
  

<.5%	
  

3%	
  

2%	
  

36%	
  

10%	
  

34%	
  

0%	
   20%	
   40%	
   60%	
  

Vermont	
  

New	
  Hampshire	
  

Nova	
  Sco;a	
  

Quebec	
  

Rhode	
  Island	
  

MassachuseQs	
  

New	
  Brunswick	
  

Maine	
  

Maine	
  Leisure	
  (Base=1,175)	
   2009	
  (Base=149)	
   2010	
  (Base=106)	
  

•  While	
  Maine	
  and	
  New	
  Brunswick	
  remain	
  the	
  top	
  two	
  residences	
  among	
  leisure	
  day	
  
visitors	
  to	
  the	
  Downeast	
  &	
  Acadia	
  region,	
  there	
  is	
  a	
  sta;s;cally	
  significant	
  year-­‐over-­‐
year	
  decrease	
  in	
  the	
  percent	
  of	
  day	
  visitors	
  who	
  ventured	
  to	
  the	
  region	
  from	
  
MassachuseQs.	
  	
  

Day	
  Q1A.	
  In	
  what	
  State	
  or	
  Province	
  do	
  you	
  reside?	
  

  

217 

2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  



Primary	
  Purpose	
  of	
  Day	
  Leisure	
  Trips:	
  
Downeast	
  &	
  Acadia	
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Other	
  

Special	
  Event	
  

Cultural	
  and	
  Heritage	
  Tourism	
  

Touring	
  

Outdoor	
  Recrea;on	
  

Shopping	
  

Primary	
  Purpose	
  of	
  Day	
  Leisure	
  Trips	
  
	
  

Maine	
  Leisure	
  (Base=1,175)	
   2009	
  (Base=149)	
   2010	
  (Base=106)	
  

•  Shopping	
  was	
  cited	
  by	
  about	
  half	
  of	
  leisure	
  day	
  visitors	
  as	
  a	
  primary	
  purpose	
  for	
  visi;ng	
  
Downeast	
  &	
  Acadia,	
  while	
  outdoor	
  recrea;on	
  and	
  touring	
  were	
  all	
  cited	
  by	
  nearly	
  one	
  in	
  
five.	
  	
  

Day	
  Q3.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  leisure	
  trip	
  in	
  Maine?	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  



Day	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
Downeast	
  &	
  Acadia	
  
•  Shopping	
  and	
  sightseeing	
  were	
  the	
  two	
  most	
  widely	
  cited	
  trip	
  ac;vi;es	
  among	
  leisure	
  

day	
  visitors	
  to	
  this	
  region.	
  	
  

63%	
  

30%	
  
35%	
   36%	
  

27%	
  

9%	
   11%	
   8%	
  

22%	
  

73%	
  

38%	
   36%	
  

53%	
  

40%	
  

23%	
  

12%	
  
9%	
  

24%	
  

60%	
  

43%	
  
39%	
  

35%	
   33%	
  

22%	
  
16%	
   15%	
  

11%	
  

0%	
  

20%	
  

40%	
  

60%	
  

80%	
  

100%	
  

Shopping	
  (NET)	
   Sightseeing	
   Res;ng,	
  relaxing,	
  
unwinding	
  

Outdoor	
  ac;vi;es	
  
(NET)	
  

Driving	
  for	
  
pleasure	
  

Exploring	
  State	
  
and	
  Na;onal	
  

Parks	
  

Visi;ng	
  friends	
  
and	
  family	
  

Wildlife	
  viewing/	
  
bird	
  watching	
  

Searching	
  for	
  local	
  
cuisine	
  and	
  dining	
  

hot	
  spots	
  

	
  
	
  

Maine	
  Leisure	
  (Base=1,175)	
   2009	
  (Base=149)	
   2010	
  (Base=106)	
  

Top	
  Trip	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  your	
  most	
  recent	
  trip	
  in	
  Maine?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
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12%	
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3%	
  
6%	
  

3%	
  

21%	
  

<.5%	
  
1%	
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1%	
  

<.5%	
  
2%	
  

1%	
  
1%	
  

<.5%	
  
<.5%	
  

3%	
  
1%	
  
1%	
  
1%	
  

2%	
  
2%	
  
2%	
  

11%	
  
4%	
  

19%	
  
8%	
  

0%	
   5%	
   10%	
   15%	
   20%	
   25%	
  

Snowmobiling	
  
Water	
  skiing/	
  jet	
  skiing	
  

Golfing	
  
Cross	
  country	
  skiing	
  

Snowshoeing	
  
Ocean	
  fishing	
  
Motor	
  boa;ng	
  

Riding	
  all	
  terrain	
  vehicles	
  
Hun;ng	
  

Ice	
  fishing	
  
Lake,	
  stream,	
  or	
  river	
  fishing	
  

Downhill	
  skiing/	
  snowboarding	
  
Sailing	
  

White	
  water	
  raning	
  
Biking	
  

Canoeing	
  
Kayaking	
  

Outdoor	
  swimming	
  
Pool	
  swimming	
  

Going	
  to	
  the	
  beach	
  
Hiking	
  or	
  climbing	
   	
  

	
  

Maine	
  Leisure	
  (Base=1,175)	
   2009	
  (Base=149)	
   2010	
  (Base=106)	
  

Maine	
  
Leisure	
  
(n=1,175)	
  

Downeast/
Acadia	
  
2009	
  

(n=149)	
  

Downeast/
Acadia	
  
2010	
  

(n=106)	
  

Outlet	
  shopping	
   30%	
   23%	
   16%	
  

General	
  
Shopping	
   28%	
   30%	
   35%	
  

Shopping	
  for	
  
gins	
  or	
  
souvenirs	
  

22%	
   37%	
   18%	
  

Shopping	
  for	
  
an;ques,	
  arts,	
  
crans	
  

14%	
   21%	
   6%	
  

Day	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  Downeast	
  &	
  Acadia	
  	
  
•  Day	
  visitors	
  to	
  Downeast	
  &	
  Acadia	
  in	
  2010	
  were	
  less	
  likely	
  than	
  in	
  2009	
  to	
  shop	
  for	
  gins	
  

or	
  souvenirs	
  or	
  shop	
  for	
  an;ques	
  and	
  crans.	
  	
  	
  
•  There	
  is	
  also	
  a	
  year-­‐over-­‐year	
  decline	
  in	
  lake,	
  stream	
  or	
  river	
  fishing	
  in	
  the	
  region	
  among	
  

day	
  trippers.	
   Outdoor	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  your	
  most	
  recent	
  trip	
  in	
  Maine?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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2010	
  Annual	
  Report	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

New to survey in 2010 



Day	
  Leisure	
  Visitor	
  Towns	
  &	
  Ci?es	
  Visited:	
  
Downeast	
  &	
  Acadia	
  

Day	
  Q12:	
  Within	
  the	
  region	
  you	
  visited,	
  what	
  specific	
  towns	
  or	
  ciCes	
  did	
  you	
  visit?	
  (Please	
  check	
  all	
  that	
  apply)	
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Within the region you visited, what specific towns or 
cities did you visit?  

Percent of visitors to region 
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2%	
  

3%	
  

5%	
  

5%	
  

10%	
  

10%	
  

11%	
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36%	
  

36%	
  

38%	
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28%	
  

33%	
  

38%	
  

46%	
  

0%	
   20%	
   40%	
   60%	
   80%	
  

Southwest	
  Harbor	
  

Lubec	
  	
  

Deer	
  Isle	
  

Machias	
  

Blue	
  Hill	
  

Bucksport	
  

Cadillac	
  Mountain	
  

Ellsworth	
  

Calais	
  

Acadia	
  Na;onal	
  Park	
  	
  

Bar	
  Harbor	
  

2009	
  (Base=149)	
   2010	
  (Base=106)	
  

notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level	
  
	
  



Regional Insights: 
Aroostook County 

Please	
  note:	
  Due	
  to	
  the	
  relaCvely	
  small	
  sample	
  size	
  for	
  
Aroostook	
  for	
  each	
  individual	
  year,	
  the	
  data	
  in	
  the	
  following	
  

slides	
  represents	
  NET	
  2008-­‐2010	
  data.	
  



Overnight	
  Leisure	
  Visitor	
  Demographics:	
  
Aroostook	
  County	
  
•  Overnight	
  leisure	
  visitors	
  to	
  Aroostook	
  County	
  are	
  on	
  average	
  rela;vely	
  young	
  and	
  

somewhat	
  less	
  affluent	
  than	
  the	
  typical	
  overnight	
  leisure	
  visitors	
  to	
  Maine.	
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Maine	
  Leisure	
  
(Base=1,466)	
  

2008-­‐2010	
  
(Base=111)	
  

Mean	
  Age	
   45.2	
   37.7	
  

<	
  35	
   28%	
   43%	
  

35	
  –	
  44	
   19%	
   25%	
  

45	
  -­‐	
  54	
   24%	
   16%	
  

55	
  +	
   30%	
   15%	
  

Mean	
  Income	
   $106,700	
   $95,450	
  

<	
  $50,000	
   11%	
   14%	
  

$50,000	
  -­‐	
  $99,000	
   37%	
   47%	
  

$100,000	
  +	
   36%	
   35%	
  

Female	
   47%	
   36%	
  

College	
  Degree	
  or	
  
Higher	
   76%	
   63%	
  

Married	
   61%	
   45%	
  

Employed	
  Full	
  Time	
   60%	
   73%	
  

*Please	
  Note:	
  Small	
  sample	
  sizes,	
  use	
  data	
  for	
  direcConal	
  purposes	
  only.	
  



Overnight	
  Leisure	
  Visitor	
  Residence:	
  	
  
Aroostook	
  County	
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  Hampshire	
  

Quebec	
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MassachuseQs	
  

Washington	
  D.C.	
  

Maine	
  

Ontario	
  

New	
  York	
  

Pennsylvania	
  

New	
  Jersey	
  

New	
  Brunswick	
  

Maine	
  Leisure	
  (Base=1,466)	
   2008-­‐2010	
  (Base=111)	
  

State/Province	
  of	
  residence.	
  	
  

  

224 

2010	
  Annual	
  Report	
  

Base:	
  People	
  who	
  Live	
  in	
  New	
  England,	
  NJ,	
  NY,	
  PA,	
  DE,	
  MD,	
  DC,	
  and	
  Eastern	
  Canada	
  

*Please	
  Note:	
  Small	
  sample	
  sizes,	
  use	
  data	
  for	
  direcConal	
  purposes	
  only. 
	
  

•  Nearly	
  one-­‐finh	
  of	
  overnight	
  leisure	
  visitors	
  to	
  Aroostook	
  County	
  are	
  from	
  New	
  
Brunswick,	
  followed	
  by	
  New	
  Jersey,	
  Pennsylvania,	
  and	
  New	
  York.	
  	
  

	
  



Primary	
  Purpose	
  of	
  Overnight	
  Leisure	
  Trips:	
  
Aroostook	
  County	
  
	
  

4%	
  

4%	
  

11%	
  

18%	
  

24%	
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11%	
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11%	
  

16%	
  

32%	
  

27%	
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   35%	
  

Other	
  

Cultural	
  and	
  Heritage	
  Tourism	
  

Special	
  Event	
  

Shopping	
  

Outdoor	
  Recrea;on	
  

Touring	
  

Primary	
  Purpose	
  of	
  Overnight	
  Leisure	
  Trips	
  
	
  

Maine	
  Leisure	
  (Base=1,466)	
   2008-­‐2010	
  (Base=111)	
  

•  Approximately	
  one-­‐third	
  of	
  overnight	
  leisure	
  visitors	
  to	
  Aroostook	
  County	
  reported	
  that	
  
touring	
  was	
  the	
  primary	
  purpose	
  of	
  their	
  trip	
  to	
  the	
  region.	
  	
  

Regional	
  Q7.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  leisure	
  trip	
  in	
  Maine?	
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*Please	
  Note:	
  Small	
  sample	
  sizes,	
  use	
  data	
  for	
  direcConal	
  purposes	
  only. 
	
  



Overnight	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
Aroostook	
  County	
  
•  Outdoor	
  recrea;on	
  and	
  shopping	
  were	
  each	
  cited	
  as	
  trip	
  ac;vi;es	
  by	
  more	
  than	
  half	
  of	
  

overnight	
  leisure	
  visitors	
  to	
  Aroostook	
  County.	
  These	
  two	
  ac;vi;es	
  were	
  followed	
  by	
  
res;ng/relaxing,	
  sightseeing,	
  and	
  visi;ng	
  family	
  and	
  friends.	
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   18%	
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Sightseeing	
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Searching	
  for	
  
local	
  cuisine	
  or	
  
dining	
  hot	
  spots	
  

Wildlife	
  
viewing/	
  bird	
  
watching	
  

Visi;ng	
  historic	
  
sites	
  

	
  
	
  

Maine	
  Leisure	
  (Base=1,466)	
   2008-­‐2010	
  (Base=111)	
  

Top	
  Trip	
  Ac?vi?es	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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*Please	
  Note:	
  Small	
  sample	
  sizes,	
  use	
  data	
  for	
  direcConal	
  purposes	
  only. 
	
  



Overnight	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  Aroostook	
  County	
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  raning	
  
Riding	
  all	
  terrain	
  vehicles	
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  swimming	
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Pool	
  swimming	
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Lake,	
  stream,	
  or	
  river	
  fishing	
  
Biking	
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Hiking	
  or	
  climbing	
  

	
  
	
  

Maine	
  Leisure	
  (Base=1,466)	
   2008-­‐2010	
  (Base=111)	
  

Outdoor	
  Ac?vi?es	
  

Regional	
  Q32.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

New to survey in 2010 

Shopping	
  Ac?vi?es	
  

Maine	
  
Leisure	
  
(n=1,466)	
  

Aroostook	
  
2008-­‐2010	
  
(n=111)	
  

Outlet	
  shopping	
   34%	
   20%	
  

Shopping	
  for	
  
gins	
  or	
  
souvenirs	
  

32%	
   19%	
  

General	
  
Shopping	
   32%	
   15%	
  

Shopping	
  for	
  
an;ques,	
  arts,	
  
crans	
  

17%	
   13%	
  

•  Overnight	
  visitors	
  to	
  Aroostook	
  county	
  engaged	
  in	
  a	
  variety	
  of	
  outdoor	
  ac;vi;es,	
  led	
  by	
  
hiking	
  or	
  climbing,	
  lake	
  stream	
  or	
  river	
  fishing,	
  biking,	
  golfing,	
  and	
  hunCng.	
  



Overnight	
  Leisure	
  Visitor	
  Towns	
  &	
  Ci?es	
  
Visited:	
  Aroostook	
  County	
  

Regional	
  Q31:	
  Within	
  the	
  region	
  you	
  visited,	
  what	
  specific	
  towns	
  or	
  ciCes	
  did	
  you	
  visit?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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Within the region you visited, what specific towns or 
cities did you visit?  

Percent of visitors to region 
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2008-­‐2010	
  (Base=111)	
  

*Please	
  Note:	
  Small	
  sample	
  sizes,	
  use	
  data	
  for	
  direcConal	
  purposes	
  only. 
	
  



Day	
  Leisure	
  Visitor	
  Demographics:	
  
Aroostook	
  County	
  
•  Day	
  leisure	
  visitors	
  to	
  Aroostook	
  County	
  are	
  slightly	
  older	
  and	
  more	
  likely	
  to	
  be	
  married	
  

compared	
  to	
  overnight	
  visitors	
  to	
  this	
  region.	
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Maine	
  
Leisure	
  

(Base=1,175)	
  

2008-­‐2010	
  
(Base=153)	
  

Mean	
  Age	
   46.8	
   47.3	
  

<	
  35	
   27%	
   19%	
  

35	
  -­‐	
  44	
   17%	
   13%	
  

45	
  -­‐	
  54	
   20%	
   33%	
  

55	
  +	
   36%	
   33%	
  

Mean	
  Income	
   $92,950	
   $94,730	
  

<	
  $50,000	
   21%	
   16%	
  

$50,000	
  -­‐	
  $99,000	
   43%	
   47%	
  

$100,000	
  +	
   36%	
   37%	
  

Female	
   51%	
   52%	
  

College	
  Degree	
  or	
  
Higher	
   73%	
   67%	
  

Married	
   62%	
   75%	
  

Employed	
  Full	
  Time	
   58%	
   72%	
  



Day	
  Leisure	
  Visitor	
  Residence:	
  	
  
Aroostook	
  County	
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Maine	
  Leisure	
  (Base=1,175)	
   2008-­‐2010	
  (Base=153)	
  

•  Over	
  two-­‐thirds	
  of	
  leisure	
  day	
  visitors	
  to	
  Aroostook	
  County	
  are	
  from	
  New	
  Brunswick,	
  
making	
  this	
  Province	
  by	
  far	
  the	
  largest	
  source	
  of	
  leisure	
  day	
  visitors	
  to	
  this	
  region.	
  
Visitors	
  from	
  Maine	
  account	
  for	
  approximately	
  one-­‐quarter	
  of	
  leisure	
  day	
  visitors	
  to	
  the	
  
region.	
  Combined,	
  New	
  Brunswick	
  and	
  Maine	
  make	
  up	
  more	
  than	
  95%	
  of	
  leisure	
  day	
  
visitors	
  to	
  the	
  region.	
  

Day	
  Q1A.	
  In	
  what	
  State	
  or	
  Province	
  do	
  you	
  reside?	
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Primary	
  Purpose	
  of	
  Day	
  Leisure	
  Trips:	
  
Aroostook	
  County	
  
	
  

7%	
  

1%	
  

4%	
  

5%	
  

13%	
  

68%	
  

10%	
  

3%	
  

15%	
  

8%	
  

26%	
  

40%	
  

0%	
   10%	
   20%	
   30%	
   40%	
   50%	
   60%	
   70%	
   80%	
  

Other	
  

Cultural	
  and	
  Heritage	
  Tourism	
  

Touring	
  

Special	
  Event	
  

Outdoor	
  Recrea;on	
  

Shopping	
  

Primary	
  Purpose	
  of	
  Day	
  Leisure	
  Trips	
  
	
  

Maine	
  Leisure	
  (Base=1,175)	
   2008-­‐2010	
  (Base=153)	
  

•  Shopping	
  is	
  the	
  most	
  common	
  primary	
  trip	
  purpose	
  among	
  leisure	
  day	
  visitors	
  to	
  
Aroostook	
  County.	
  This	
  is	
  aQributable	
  to	
  the	
  large	
  percentage	
  of	
  visitors	
  from	
  New	
  
Brunswick	
  as	
  well	
  as	
  visitors	
  from	
  other	
  areas	
  of	
  Maine	
  who	
  take	
  advantage	
  of	
  shopping	
  
opportuni;es	
  available	
  in	
  Aroostook.	
  

Day	
  Q3.	
  	
  What	
  was	
  the	
  primary	
  purpose	
  of	
  your	
  most	
  recent	
  leisure	
  trip	
  in	
  Maine?	
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Day	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  
Aroostook	
  County	
  
•  Shopping	
  was	
  the	
  trip	
  ac;vity	
  cited	
  by	
  the	
  largest	
  percentage	
  of	
  leisure	
  day	
  visitors	
  to	
  

Aroostook	
  County.	
  

63%	
  

36%	
  
30%	
  

35%	
  

11%	
  
7%	
  

22%	
  

5%	
   4%	
  
9%	
  

35%	
  

68%	
  

16%	
   16%	
   14%	
  
8%	
   7%	
   6%	
   6%	
   4%	
   2%	
   2%	
  

0%	
  

20%	
  

40%	
  

60%	
  

80%	
  

100%	
  

Shopping	
  
(NET)	
  

Outdoor	
  
ac;vi;es	
  
(NET)	
  

Sightseeing	
   Res;ng,	
  
relaxing,	
  
unwinding	
  

Visi;ng	
  
family	
  and	
  
friends	
  

Viewing	
  fall	
  
colors	
  

Searching	
  for	
  
local	
  cuisine	
  
or	
  dining	
  hot	
  

spots	
  

AQending	
  
fairs	
  and	
  
fes;vals	
  

Taking	
  tours	
  
of	
  

communi;es	
  
or	
  sites	
  

Exploring	
  
State	
  or	
  
Na;onal	
  
Parks	
  

Enjoying	
  the	
  
ocean	
  views*	
  

	
  
	
  

Maine	
  Leisure	
  (Base=1,175)	
   2008-­‐2010	
  (Base=153)	
  

Top	
  Trip	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  this	
  trip?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
  
*	
  Start	
  Summer	
  2010	
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Day	
  Leisure	
  Trip	
  Ac?vi?es:	
  	
  Aroostook	
  County	
  	
  

0%	
  
0%	
  
0%	
  
0%	
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<1%	
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1%	
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2%	
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11%	
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0%	
   5%	
   10%	
   15%	
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Riding	
  all	
  terrain	
  vehicles	
  
Ocean	
  fishing	
  

Downhill	
  skiing.	
  Snowboarding	
  
Snowshoeing	
  

White	
  water	
  raning	
  
Sailing	
  

Pool	
  swimming	
  
Cross	
  country	
  skiing	
  

Ice	
  fishing	
  
Motor	
  boa;ng	
  

Water	
  skiing/	
  jet	
  skiing	
  
Hun;ng	
  

Snowmobiling	
  
Hiking	
  or	
  climbing	
  

Biking	
  
Going	
  to	
  the	
  beach	
  

Kayaking	
  
Canoeing	
  

Lake,	
  steam,	
  or	
  river	
  fishing	
  
Outdoor	
  swimming	
  

Golfing	
  

Maine	
  Leisure	
  (Base=1,175)	
   2008-­‐2010	
  (Base=153)	
  

Top	
  Trip	
  Ac?vi?es	
  

Day	
  Q10.	
  	
  In	
  which	
  of	
  the	
  following	
  acCviCes	
  did	
  you	
  parCcipate	
  during	
  your	
  most	
  recent	
  trip	
  in	
  Maine?	
  	
  (Please	
  check	
  all	
  that	
  apply)	
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notes	
  significant	
  year-­‐over-­‐year	
  difference	
  at	
  95%	
  confidence	
  level 

New to survey in 2010 

Maine	
  
Leisure	
  
(n=1,175)	
  

Aroostook	
  
2008-­‐2010	
  
(n=153)	
  

General	
  
Shopping	
   28%	
   58%	
  

Outlet	
  shopping	
   30%	
   12%	
  

Shopping	
  for	
  
gins	
  or	
  
souvenirs	
  

22%	
   10%	
  

Shopping	
  for	
  
an;ques,	
  arts,	
  
crans	
  

14%	
   6%	
  

•  Day	
  visitors	
  to	
  Aroostook	
  engaging	
  in	
  outdoor	
  ac;vi;es	
  were	
  likely	
  to	
  golf,	
  swim,	
  fish,	
  
canoe,	
  or	
  kayak.	
  



Day	
  Leisure	
  Visitor	
  Towns	
  &	
  Ci?es	
  Visited:	
  
Aroostook	
  County	
  

Day	
  Q12:	
  Within	
  the	
  region	
  you	
  visited,	
  what	
  specific	
  towns	
  or	
  ciCes	
  did	
  you	
  visit?	
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  (Base=153)	
  



Year-­‐Over-­‐Year	
  Sample	
  Sizes	
  (N)	
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2008	
   2009	
   2010	
  

Overnight	
  Visitors:	
  

Net	
   3,320	
   3,057	
   2,992	
  

Leisure	
   1,683	
   1,480	
   1,466	
  

Business	
   473	
   495	
   510	
  

VFR	
   1,164	
   1,082	
   1,016	
  

Day	
  Visitors:	
  

Net	
   1,890	
   1,945	
   1,796	
  

Leisure	
   1,290	
   1,282	
   1,175	
  

Business	
   149	
   144	
   141	
  

VFR	
   451	
   518	
   480	
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